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The Butterick Trio 

Comprising 

The Delineator 
15c.—$1 year 

The Designer 

10c.—50c. year 

New Idea Woman’s 
Magazine 
5c.—i0c. year 


Reaching 1,600,000 
Homes 
About 10,000,000 
Prosperous Readers 


—Women who do their buy- 
ing in Retail Stores and 
who buy for their Homes, 
their Families, Children, 
Husband and for them- 
selves.......‘The Cream of 
Good Customers in Amer- 
ica’”’......A group of con- 
sumers whose _ patronage 
alone is enough to assure 
the success of ahy good 
article. Your advertisement 
rinted 1,600,000 times 
in one issue of the 
Butterick Trio reaches 
more readers, and costs you 
far less, than Fa could 
print for yourself and dis- 
tribute to readers of equal 
responsiveness and buyin 
power. Trio Rate: $7.12) 
per agate line. An inch ad 
one time ($100) costs you 
1-1000 of 1c. per reader. 
A Page ad onetime($2550) 


costs you about of Ic 
per reader. 
W. H. BLACK 


Mgr. of Advertising 
Home Office, Butterick Bldg. 
New Yor! 

F. H. RAtsTEN 
Western Adv. Mgr. 
First National Bank Bldg. 
Chicago 








THE BUTTERICK TRIO. 
THE DELINCATOR = THE OLSIGNER - NEW IDEA WOMAN'S MAGAZING. 
SUTTERICK SUILOING, HEW TORR 


WH. Black, Manager of Advertising @ 


, The magazine that is read under the glow of the 
library or living-room light for amusement and in- 
struction— 

That is taken to the sewing-room as a guide to 
correct dressing— 

That is taken to the kitchen as a reference book 
in culinary matters— 

That circulates zz the house, and about the house 
as a hand book of instruction, advice and entertain- 
ment— 

Is the magazine that works the most consistent- 
ly, thoroughly and effectively for the advertiser, 

You, Mr, Advertiser, put yourself in the place of 
the housewife, her daughters—of any woman who 
boasts even the humblest place called home. 

Wouldn’t you daterally and without trying, gain 
knowledge of advertised goods, and wouldn’t you in 
time look upon such a publication as a correct guide 
to be followed in purchasing the hundred and one 
things that are required around the home—be they 
luxuries or necessities ? 

The Butterick Trio, composed of the Delineator, 
Designer and New Idea Woman's Magazine, are in 
the closest and most direct touch with the American 
ong and that which she represents—the American 
home, 

; When buying circulation remember these three 
things— 

Quantity of circulation is good—even with doubt- 
ful destination— 

Magazines that enter the ome for purposes of 
entertainment only are better— 

Magazines that enter the home for the combined 
purpose 4 usefulness and entertainment are best. 

The Delineator, the Designer, and the New Idea 
Woman’s Magazine have little or no place on the office 
desk, the club, or the various other places where men 
congregate—their only logical resting place and the 
place they invariably find is the home, and there they 
circulate from department to department. 

What have you to sell? 

Women do 99 per cent of the buying of this country, 

The Butterick Trio enters the homes of 1,600,000 
women and has about 10,0co,000 readers, 


Wwe 


Manager of Advertising 











1,600,000 FAMILIES ........10,000,000 PROSPEROUS READERS 
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SPECIALIZED JOURNALISM. 


The men behind the Hardware Dealers’ Magazine 
are practical Hardwaremen. Men who have actually sold the 
goods over the counter or on the road. 

Every line of reading matter talks business—Hardware busi- 
ness. Every page bristles with business ideas. 

21,000 Buyers—Real, Active, Practical Business Men—read 
the Hardware Dealers’ Magazine—read it every issue. 

It is estimated that these Buyers expend more than one and a 
quarter billion dollars annually for Merchandise. 

Most of them learn Where to Buy and What to Buy through 
the Hardware Dealers’ Magazine. 

The Hardware Dealers’ Magazine has the largest cir- 
culation in its field with rates less per thousand copies than any 
known method of reaching the Hardware trade. 

It takes courage to advertise; but the secret of successful ad- 
vertising is sticking ; staying with the job. If you have the goods 
and your prices are right your nerve is nothing more than good 
business sense. ‘The start doesn’t count. Anybody can start. It 
is the fellow who keeps up the persistent jog who wins. His adver- 
tising may not be very showy or occupy very large space, but if it 
is regular and if it appears in the Hardware Dealers’ Maga- 
zine it is spread out before 21,000 Buyers for stores. 

The fact is if you have the goods to sell you are wasting your 
time if you are not advertising, and the Hardware Dealers’ 
Magazine gives you more advertising value for your money than 
any other trade journal in the United States. 


Specimen Copy and Rates upon request. 
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Vo... LX. NEW YORK, 


A MILLION-DOLLAR _ BUSI- 
NESS IN TAILORING. 


STORY OF THE RISE OF THE ENG- 
LISH WOOLEN MILLS COMPANY, 
OF CLEVELAND, 


In every other line of hontneines 
except tailoring, the idea that 
large output enabled the pro- 
ducer to lower prices, seems to 
have been grasped long ago. 
Even in the clothing trade manu- 
facturers had realized that the 
advantage was on the side of the 
man with the largest capacity, 
but until about 1898 nobody 


seems to have thought that the 
principle which is so well recog- 


nized in all other lines of manu- 
facturing, could be applied suc- 
cessfully to what is called, for 
want of a better name, individ- 
ual tailoring. 

But in 1898 Edward S. Rogers 
conceived the idea of turning out 
clothing cut to the individual's 
measure in such large quantities 
that the high prices charged by 
even medium grade tailors could 
be reduced greatly. So Mr. 
Rogers started the English 
Woolen Mills Co., in Cleveland, 
with less capital than many a 
tailor shop begins on. To-day 
the company operates stores and 
shops in Cleveland, Dayton, Cin- 
cinnati, Detroit and _ Louisville, 
and plans are being discussed for 
other stores. The annual busi- 
ness of the five stores now ag- 
gregates $1,000,000, or ‘over, and 
the company is paying out $50,- 
coo a year for advertising. 

The English Woolen Mills 
Company does not claim that its 
tailoring has all the fine points of 
the highest priced custom work, 
but it does claim that its work- 
manship is good tailoring, and 
that every garment sold has heen 
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cut to fit the measurements taken 
of the person buying it. Every 
garment pattern is cut separate- 
ly. Every garment gets individ- 
ual attention. Each store has its 
own shop, but the Cleveland shop 
helps out all the rest and is 
really a bigger institution than 
some of the “ready-made” fac- 
tories. 

“The English Woolen Mills 
Company started in Cleveland in 
7, said Mr. William Henry 
Baker, secretary and manager of 
the advertising, .to a PrinTERs’ 
INK reporter, “with the slogan, 
‘Fifteen Dollars. No more. No 
less.’ This meant that the 
maximum price, as well as the 
least for which a_ garment 
could be bought in its store, 
was fifteen dollars. The phrase 
was a happy one and rapidly be- 
came a household word. It has 
been abandoned now because the 
company is making garments at 
higher prices, up to $25, and the 
average price obtained now is 
over $20. The average price has 
steadily risen and we feel that, in 
a sense, we have educated our 
customers into the buying of bet- 
ter clothing. 

“In 1899 stores were opened in 
Louisville, Ky., and Dayton, 
Ohio. The Detroit store was 
opened in igor and the Cincin- 
nati store in 1902. From the 
first the English Woolen Mills 
Company has been a constant ad- 
vertiser, using the newspapers, 
billboards and _ theater  pro- 
grammes. . I believe that when 
the company was young some 
freak advertising was used; for 
instance, men carrying banners : 
tall men with umbrellas or Rube 
characters. But these were aban- 
doned long ago and the company 
now tells its story in a dignified 
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way, taking the reader into its 
confidence and explaining how it 
is possible for individual tailor- 
ing to be sold at our prices. 

“In all of our present adver- 
tising we use the idea, the phrase 
even, ‘Good individual tailoring 
at the price of non-individual 
ready made.’ Outside of the 
newspaper and _ theater pro- 
grammes our only periodical ad- 
vertising is confined to one paper, 
the Expositor, published in 
Cleveland and circulating among 


order business is about ten per 
cent of the whole. 

“In Cleveland we use all 
daily papers; in Cincinnati all 
but the Commercial-Tribune; all 
but the Free Press in Detroit; all 
the papers in Dayton, and all but 
the Herald in Louisville. 

“Our advertising appears on an 
average-twice a week in each 
paper, averaging 200 lines of 
space an insertion. We prefer 
Friday and Saturday, for Satur- 
day is the one day in the week 


the 





STORE OPEN SATUPDAY 





Tee Moders Ideas “Good Individual, Talloring at the price of Now-Individeal Reodymede?, 


UNTIL an O'CLOCK 





—_ 





Made to Measure 
Made to Fit 


Whatever you desire 
your clothes to be--what- 
ever readymade cannot 
give you—that we can 
give you. 

The cloth variety is the 

largest you will find any- 
where: larger than any 
two’ or three other tailors or 
readymaders, combined, can 
. show. Comingstraight from 
the mills they are newer; 
coming in great lots they are 
cheaper than if we bought, 
like other tailors, in ‘small 
lots from jobbers. 


Suits and Overcoats 
“ae 47.” *20°22"'35 


facilities, 


Made to Order 
Made to Satisfy 


Compared with what 
you must pay other good 
tailors, our prices give 
you as many clothes per 
year for half your usual 
outlay, or twice as many 
for the payne Png 
cannot... gaining, 
however aaa or little you 
buy—and our quick service 
affords others an inexpressible 
telief from the thralldom and 
equivocal commonality of 
readymade guessfits. And, 
guaranteeing, you take no 


wy 
mef- risk—that’s ours. 


All garments made by ws will be pressed ant kept tm repair free of charge for one yean 


“ Fnalist Monten sth lls Co, 


TAILORS AND WOOLEN MERCHANTS 
Ohio ee yet oie Executive Divisions, 416 to = Superior Avenue N. W., Cleveland 








‘ " Pry ty serkarlly. wine ‘for self- measurement blank ‘and chart and samples. 


make quick: 





ee 








ministers. The Expositor yields 
very good results, and we get 
mail orders from ministers all 
over, Our only other effort to at- 
tract mail-order trade is a note 
in all of our newspaper ads that 
we will send instructions and a 
blank form which will enable one 
to take his own measurements as 
well as our tailors could. But 
we get a lot of mail_ orders 
through the little note. Our mail 


when people buy ready-made 
clothing; and as our customers 
are people we attract from the 
ranks of ready-made buyers, we 
feel that Saturday publication is 
most successful in diverting them 
from ready-made stores to us. 
“In June and December, when 
trade is likely to be a little slow- 
er, we advertise the only bar- 
gains we ever have. These ar: 
the offer of a pair of trousers. or 
(Continued on page 6, 
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Advertising is not an exact science; 
it never has been and it never will be. 
The pyschology of an individual man or 
of a nation is too complex to be predicted 
with exactness. 


But—advertising is becoming more 
and more scientific and less guess-work. 
It is becoming more and more possible 
to figure out probabilities. Experience 
is showing more and more the working 
of what may be called advertising laws. 


Probably no publication in America 
has been the scene of more interesting 
advertising experiments than Tue Sart- 
uRpAY Eveninc Post. Certainly no gen- 
eral publication in America has sur- 
passed it in the success of these experi- 
ments. 


If you would welcome such advice as 
we are able to give, and especially if you 
would welcome an account of what THE 
Post has done for advertisers, our Adver- 
tising Department will be glad to hear 
from you. 


THE CurRTIS PUBLISHING COMPANY 
PHILADELPHIA 


NEw YorK Boston CHICAGO BuFFALO 
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a fancy vest free with a suit or 
overcoat, except the staple black 
or blue goods... If the customer 
does not care to take advantage 
of the free garment offer the suit 
costs just the same. In_ high 
priced suits or overcoats we can- 
not make this offer in quite the 
same shape. Instead we make 
the extra trousers or vest at 
about half the regular prices. We 
continue these sales a month or 
so. Though this is a long time 
to extend a sale over, we succeed 
in doing so. Another offer we 
have for the dull season is that 
of trousers for ‘99 cents a leg’ or 
$1.98 a pair, and also at $2.60 and 
$3 a pair. Our lowest regular 
price is $4 for a pair of trousers, 
This sale we continue for six 
weeks, 

“Of course the average man, 
used to buying  ready- made 
clothes, wants to wear them im- 
mediately, so we try to make the 
time between ordering and de- 
livery as short as possible con- 
sistent with good work. Wecan 
deliver a week after the order is 


taken but the average is ten days. 
“We keep track of our custom- 


ers for two years. Our mailing 
list now has 65,000 names of peo- 
ple who have bought a suit or 
overcoat within two years. To 
these paople we send out in 
March and August a very attrac- 
tive style book. We have sent 
out booklets about liveries to 
carriage owners and about motor 
clothes to automobile owners, 
and with good results. 

“Another idea that has helped 
us, we believe, is our system of 
investigating store service. To 
every customer, except buyers of 
cheap trousers, we send _ out 
shortly after delivery of his 
order, a reply postal card, the 
message half of which explains 
that we want our customers to be 
satisfied with the fit and work- 
manship of their garments and 
with their treatment in the store. 
On the return half of the card 
are questions to be answered. 
We ask whether the order was 
received when promised, and if 
not whether the customer was 
notified that it would be delayed, 
and if late how much _ behind 


time it was. We ask whether 
the garments fit, or if further 
alterations are necessary, whether 
the customer received courteous 
‘treatment from all employees, 
and if not in what respect they 
were deficient. We also ask for 
suggestions and receive many 

“Our experience is that about 
one-fourth of all the people ad. 
dressed send replies. We sent 
out 13,380 cards in the six months 
ending last December and _ got 
about 3,500 answers. We keep 
track of all the complaints, trace 
them to the employees responsi- 
ble and tabulate them for each 
store. We assume that 95 per 
cent of the people not answering 
are satisfied or they would not 
miss the opportunity afforded by 
our card, to register a complaint. 
On this basis, our conclusion 
from the complaints received and 
on the assumption that only 5 
per cent of those not answering 
are dissatisfied is that 5.59 per 
cent of the customers may be 
reckoned as not entirely pleased. 
Considering the vagaries of 
human nature and the recognized 
impossibility of pleasing every- 
one, we think this a good show- 
ing. 

“In all of our mail we use 
stuffers and we enclose advertis- 
ing matter in our packages. This 
printed matter says that we hope 
the customer will be pleased; that 
we have tried to give perfect 
fit; but should there be any im- 
perfection in the fit or linings or 
workmanship, we want to make 
it right. We also offer to keep 
the garments pressed and in re- 
pair free for one year. This ser- 
vice is extended by any of our 
stores to travelers wearing our 
clothes. 

“As I have said we use thea- 
ter programmes freely: In 
Cleveland we are not in the pro- 
grammes of the two cheapest 
theaters, and we pass the melo- 
drama playhouses in other cities, 
on the ground that they draw 
their patronage so largely trom 
servant girls and that class that 
we could not be benefited. I be- 
lieve that theater programme ac- 
vertising is good. You have your 
man when he is in the mood, when 

(Continued on page 8). 
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Since it is true, that— 


“In Philadelphia 


nearly everybody reads 


The Bulletin” 


there can be no escape from the con- 
clusion that the advertiser can reach 
nearly everybody in Philadelphia 
through the columns of The Bulletin. 


Net daily average circulation for July 


229,059 copies a day 


“The Bulletin’s” circulation figures are net; all 
damaged, unsold, free and returned copies have 


been omitted. 





8 PRINTERS’ INK, 


his thoughts are pretty likely to 
be on dress, and when he cannot 
overlook your advertisement. I 
do not think that any publication 
is so thoroughly read over as a 
theater programme before the 
play begins and during the waits 
between acts. 

“We are using about half a 
dozen 40-foot painted bulletins in 
this city and the same number in 
the others. We have used Uncle 
Sam and John Bull on some, and 
had their heads and_ shoulders 
cut out and extending above the 
boards. We used the bulletins 
more freely several years ago. 
We change the bulletins every 
season, 

“For some time we have been 
the victims of pirates who have 
stolen our advertisements, cuts 
and all, and even imitating our 
firm name as closely as_ they 
dared. One flagrant case which 
we have not been able to stop, 
but which I think we shall soon, 
exists in Youngstown. Our 
only refuge has been to appeal to 
the fair minded people’ of 
Youngstown and _ other _ cities 
where our ads were pirated, by 
printing a little notice over all of 
our ads, saying that the appear- 
ance of that advertisement over 
any other name than ours was 
proof that it was stolen and ask- 
ing the people not to be hum- 
bugged. 

“Our advertising appropriation 
now is about $50,000 a year, and 
is less than 5 per cent of the 
total sales. This we consider a 
fair showing considering our 
line of business. We are reduc- 
ing the amount to be spent this 
year, and shall try to save $10,000 
and still show a normal increase 
in our business. However, this 
is still in the future and we do 
not know until the end of the 
year whether we have been suc- 
cessful.” 

LEONARD W. SMITH. 


BEGINNING with the August issue the 
Bohemian guarantees every advertiser 
position opposite a full page of text. 

copy occupying less than seven 
lines will be run as “readers,” each 
one between text and paragraphs. No 
increase is made for this new service 
to advertisers, nor is the subscription 
price raised because of this extra 
value to readers. 


AN UNDERGRADUATE, 

“T wonder,” said the tall man in the 
suit of faded black, “if I could inter. 
est you in a new and cheap edition of 
the works of Anthony Trollope.” 

“T don’t know,” answered the man 
at the desk. “Go ahead and let me 
hear what you have to say.’ 

The book agent began at once. 

“Every student of literature knows,” 
he said, “that Anthony Trollope was 
one of England’s greatest novelists. It 
is true, perhaps, that he wrote for a 
limited class.” 

And so on, for ten minutes. 

“No,” said the man at the desk, 
turning again to -his work, “you 
—* succeeded in interesting me a 
it 

“That’s all right,” rejoined the tall 
man in the suit of faded black, re. 
placing the sample volumes in_ his 
valise with imperturbable composure, 
“I have just started out canvassing 
with these. books, and I was only Prac: 
ticing on you. Good afternoon.” 
Chicago Tribune. 





In All Chicago No 
Gains Like These. 


ee the month of July, conceded 
by ail newspapers to be one of the 

dullest circulation months in the 

year, The Chicago Record-Herald 

showed 

An Average Daily Gain of More 
Than 12,000 Copies Over the Same 
Period Last Year. 


Circulation for July 


Exceeded 152,420 


The Sunday Recor 0 git Herald 








An Average Gain y! More Than 
22,000 Copies, 


Circulation for July 


Exceeded 220,131 


The Record-Herald invites a chal- 
lenge that it has a larger circulation 
than any other 2-cent paper—morn- 
ing or evening. 





THE 
Chicago Record-Herald 











Lincoln Freie Presse 
Lincoln, Neb. 
Actual Average 
Circulation (49, 281 
Our biggest circulation is in the States of 
Iowa, Wisconsin, Minnesota, Nebraska, 


Illinois, etc., in the order named, All sub- 
scriptions paid in advance. Flat rate, 35c. 
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RALPH D, WHITING, 

Ralph D. Whiting is a native 
of New Jersey and first saw the 
light thirty-one years ago. He 
graduated from the Wesleyan 
University in 1898 and started his 
business career with a_ leather 
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RALPH D, WHITING, 





house in the “swamp” district of 
New York. He then became ad- 
vertising manager for Christian 
Work and Evangelist, which 
position he held four years. He 
joined the ranks of the Specials 
about nineteen months ago, hand- 
ling eastern business for the 
Cheyenne, Wyoming, Tribune. 
The most important part of his 
list at present, however, is found 
among magazines. He _ repre- 
sents six sportman’s magazines, 
which claim a combined circula- 
tion of nearly 200,000 copies. 
These periodicals are Outdoor 
Life, Denver; Outer’s Book, Mil- 
waukee; Western Field, San 
Francisco; Rod and Gun and 
Motor Sports in Canada, Wood- 
stock, Ont.; Hunter-Trader-Trap- 
per, Columbus, Ohio, and Sport- 
ing Goods Dealer, St. Louis. 
Mr. Whiting is the first special 
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9 
agent to devote his attention 
principally to out-dcor publi- 
cations. 


WILLIAM E, WILLIS. 
Philadelphia is noted for the 


excellence of its newspapers; 
also for the standing of their 
representatives in New York, 


which may after all be but a case 
of cause and effect. 

The North American has been 
represented for several years by 
William E. Willis, who does not 
in the least conform to the -com- 
monly accepted idea of a Phila- 
delphian. Mr. Willis has no re- 
pose whatever, in fact he has 
the reputation of being a very 
fair type of the active advertis- 
ing man, and manages to be on 
















WILLIS. 


WILLIAM E, 


the spot whenever a contract is 
about to drop. 

Mr. Willis has been 
newspaper business for more 
years than he looks or is, per- 
haps, willing to admit, as com- 
positor, advertising writer, local 
display solicitor on the North 
American and its representative 
in New York. It is generally 
known that Mr. Willis has the 
absolute confidence of his news- 
paper as well as of the advertis- 
ers and agents in this territory. 


in the 
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WHAT MAKES A LIVE RE- 
TAIL TOWN. 


Anybody who has had experi- 
ence traveling among the small 
cities and towns of this country 
knows that wide differences are 
seen between places of the same 
population, and in much the same 
locality, and enjoying what would 
seem to be equal opportunities 
for trade. One place of 10,000 
people, for instance, will be thor- 
oughly alive, its shops bright, its 
people brisk, and prosperity ap- 
parent on every hand. Another, 
perhaps but twenty-five miles 
away, will be thoroughly dead, its 
stores deserted, dull, dusty, its 
people given to the habit of 
cracker-box conversation. In one 
town it is a pleasure to step off 
the train and look for business, 
while in the second an experi- 
enced traveling man has no soon- 
er alighted than he wants to 
know the time of the next train 


ut. 

Now, rather an interesting ex- 
planation of these contrasting 
states is advanced by G. Misch, 
who manages the retail syndicate 
advertising service for the Bates 
Advertising Company, New 
York. Mr. Misch has had oc- 
casion to travel widely in small 
towns, conferring with retail 
merchants on advertising prob- 
lems, and his view of the matter 
is quite novel. What ails the 
slow town, he believes, is not 
lack of enterprise so much as an- 
tiquated newspaper advertising 
rates. 

“In looking for causes of 
activity or stagnation in small 

towns,” he said the other day, “I 
’ first found that in the lively cen- 
ters there were always a few re- 
tail merchants, the biggest ones 
in clothing, groceries, furniture, 
dry goods etc., who advertised 
boldly and steadily. All the little 
retailers followed these leaders 
like sheep. If they could afford 
newspaper space they took it. If 
that was. beyond them, then they 
issued circulars. 

“T went a step further in cer- 
tain towns where stagnation pre- 
vailed, trying to interest the few 
big merchants who could be 
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transformed into leaders. ThenT 
found that, far from being a 
question of energy, the real brake 
on progress in such places was 
an unwise system of charging 
for newspaper advertising. 

“Two systems of newspaper 
rates obtain pretty generally 
throughout this country. In one 
town you will find the publishers 
making a good living rate per 
line or per ‘inch on their space. 
This rate carries a profit, and 
applies roughly to all advertisers, 
with discounts for large buyers 
of space. It also includes a 
charge for composition on adver- 
tisements, so that advertisers are 
encouraged to change their ads 
frequently—the publisher is mak- 
ing money, and is glad to see 
new copy come in every day. 
The result is, that advertisers 
make seasonable offerings, and 
get results, the big stores use 
generous space and pay capable 
men to fill it. The small mer- 
chants catch the advertising: idea, 
and their space pays too. The 
very people become educated to 


advertised offerings, and the out- 
come is prosperity, activity anda 
brisk tone to the whole place. 


“In Slowtown, however, the 
publishers are almost’ invariably 
found clinging to an antiquated 
rate system whereby a very low 
price is put on bare space and an 
extra charge made for composi- 
tion every time an announcement 
is changed. The rate inva town 
where the first plan is followed 
may be, for instance, eight cents 
a line. In Slowtown, on the 
other hand, it will be three or 
four cents a line for an ad run- 
ning without change, with an ad- 
ditional charge of as much again 
per line when new copy is sub- 
mitted by the advertiser. 

“What follows? | Why, the 
merchants in that town are vir- 
tually paid a premium by pub- 
lishers to let their ads run a 
week to a month at a time with- 
out a change, while the publisher 
is losing money that his typeset- 
ting department might be earn- 
ing, as well as much dormant 
advertising that has never been 
developed. For advertisements 
run thus, without frequent 
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changes or live news offerings, 
do not pull results. The big 
stores use space sparingly and 
with indifference. The small 
stores use none at all. 

“How much live retail adver- 
tising means to a town’s stores 
and people too, was shown when 
two young men went to Elkhart, 
Ind., and opened a new clothing 
and furnishing store. This new 
firm, Mitchell & Walker, is com- 
posed of two active chaps who 
were trained in Paterson, N. J., 
along strictly modern lines of 
retailing. They found little ad- 
vertising being done by Elkhart 
merchants, it is said, though 
there was a great deal of compe- 
tition there—plenty of stores. 
They began immediately with 
large advertising in daily papers, 
running copy of somewhat sen- 
sational character, full of priced 
offerings and sales features. But 
for fully six months, I am told, 
their advertising failed to pull 


returns such as might have been 
expected in a town like Pater- 
son. 
the 
simply 


The people in Elkhart read 

newcomers’ ads, but had 
not learned the ways of 
buying through advertisements. 
Then other retailers caught the 
idea and began advertising too, 
and at the end of the first year 
all were getting results as good 
as could be expected anywhere. 
The town had learned the new 
method of merchandising. 

“Go into any town that is slow 
and unprogressive, where the 
merchants wait for trade and the 
spiders spin webs over the cash 
registers. Look around, An- 
alyze the situation from top to 
bottom. Eight times in ten you 
will find that the newspaper pub- 
lishers of that place, clinging to 
an antiquated system of adver- 
tising rates, are the real hinder- 
ers of progress. And the most 
difficult thing in the world is to 
reform such a publisher, induce 
him to put a good price on his 
space and make it attractive to 
change advertisements. Get him 
to do that, and the town is onthe 
road to better things.” 


——~ —) 


THE man who borrows takes things 
easier than the man _ who lends.— 
Burba’s Barbs. 


At 5 cents a word you 
can tell your story in the 
classified advertising de- 
partment of The National 
Farmer. It is one of the 
pioneer farm journals of 
America and has 157,369 
substantial circulation of 
thirty years’ growth. 

It reaches the prosper- 
ous farmers and the farm- 
ers’ families from Maine 
to California. 

For copy of paper and further 
information address Adv, Dept., 


The National Farmer 
Augusta, Maine. 
FRANK H. THOMAS FRED H. OWEN 


Chicago Office New York Office 
1635 Marquette Bldg. 1105 Flatiron Bldg. 








ADVICE FROM 

In a recent issue of a metropolitan 
daily, the decline in the custom tailor- 
ing business came under consideration, 
and the point was made that the loss 
of ground is directly traceable to the 
failure of these tailoring establish- 
ments to recognize the importance and 
necessity of advertising. Every man 
of common sense must admit that an 
intelligent, well-directed and  contin- 
uous campaign of publicity is one of 
the most effectual methods of building 
up a business and keeping the craft 
under good headway. In fact, it is 
an essential to conspicuous success in 
any line where the individual or firm 
has something to sell. That it is pos- 
sible to name many custom tailoring 
establishments which have greatly en- 
larged their clientele in recent years, 
and as a consequence do much more 
business than formerly, and that it is 
possible to point out establishments 
which are liberal and forceful adver- 
tisers, afford no contradiction of the 
fact that custom tailors, as a craft, 
have failed to recognize what a_busi- 
ness building power paper and _ ink 
publicity is, and have failed to effec- 
tively combat the tendency toward re- 
trogression in that end of the clothes 
making industry.—American Clothier. 


THE ENEMY. 


4 
>> 





Ir is the wnfailing law of trade 
and nature that nothing is ever given 
away. Pay for your advertising and 
you get enlarged returns and_ benefits. 
—Practical Advertising. 
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THOSE AUGUST FURNI- 
TURE SALES. 


There is some reason why very 
nearly all the department stores 
the country over have an August 
Furniture Sale, 

It is one of the largest, if not 
the largest, sale of the year. It 
involves thousands and thousands 
of dollars’ worth of all sorts of 
furniture, requires the use of an 
immense amount of newspaper 
space and a deal of thought and 
care in the preparation of the 
copy. 

Now, why all this great exer- 
tion of energy? 

August, the month of dog-days, 
when the weather is usually so 
warm that it takes a strenuous 
effort to make anyone think of 
anything else except keeping cool. 
Hardly any one thinks of buying 
more than necessities and no 
modern woman reads department 
store advertisements for necessi- 
ties—she’s looking for bargains, 
everlasting bargains, 

Still, no matter what the de- 
pression in business, a big store 
cannot afford the disorganization 
oftheir force for one slow month; 
yet a month's pay roll would 
make many a New York fortune 
look small alongside of it. 

They can’t cut the force down 
appreciably so they must create 
business to keep it busy. The 
August Furniture Sale does more 
in this direction than anything 
else ever tried. 

The stores are satisfied with an 
exceedingly small margin of prof- 
it, and really give some wonder- 
ful values in furniture during 
the humid month, 

The efforts expended on the 
great sale are astonishing. The 
store decorations are elaborate 
with an idea to comfort and sug- 
gestive coolness so that it be- 
comes a relief to spend time in 
the furniture department buying 
furniture that will really be 
needed later at prices ’way be- 
low what they will climb to sev- 
eral months later. 

Then the advertising. The 
public must be awakened from 
their mid-summer lethargy—copy 
must be spontaneous, bright— 
with the true straightforward 
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ring—different, Oh, so decidedly 
different from what has been 
written during the past months. 

First it must arouse the gen- 
eral interest, mould the mind of 
the general public to anticipate 
its wants for months ahead and 
in fact lead them to the store. 
Then you are neither talking 
solely to women or solely to men, 
you're talking to both sexes, and 
at once. 

Copy that pleases and con- 
vinces the woman is not the copy 
most successful.with the male 
element and here you are going 
to find trouble. The copy must 
be so written that it is effective 
on both sexes. . 

What copy, you ask, will suit 
both? The easy flowing, I 
might say essay copy such as 


follows, for example. 
re AUGUST 


FURNITURE IN 
SAL 

Did you ever see them saw up a 
tree? hey place the sawed fortions 
in three piles. First pile is ‘“‘sap 
wood’—that just under the bark— 
mighty poor wood. Then we come to 
the next pile, notice the streak of 
brown running through it—that’s the 
heart and makes it a good beam. But 
now the third pile, it’s a light brown 
all over—It’s all heart and the best 
beam of all—Our furniture is all from 
the third pile,—heart wood as it were. 
We won’t have any other kind and 
what’s more we employ experts in our 
store to see that none other enters 
it, Every stick in the sale is worthy 
of a place in our regular stock. We 
don’t buy ordinary “Sale Furniture” 
and juggle it. Never—the quality of 
the furniture in this sale is not a bit 
different from what you will find any 
time of the year in our regular depart- 
ment stock—only the price is different 
and _ that - where it is economy 
to buy fall furniture now—and you'd 
better buy “The Heart Wood 
Store.” 


The copy must effectually kill 
the idea that the furniture is 
“sale furniture.” It must con- 
vincingly force home the fact that 
every single piece in the sale is 
worthy of a place in regular 
stock, The copy in fact must be 
the very best product of the ad- 
writer and many a night’s sleep 
he'll probably los: while the 
August Furniture Sale is in 
progress. Of course, the other 
departments must get their share 
of attention during the great 
sale. It’s object is to bring peo- 
ple to the store and the wares of 


it at 
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the other departments must be 
attractively displayed to get their 
share of the public’s money. 

It’s a wonderful business cre- 
ator, is this August Furniture 
Sale and in almost every city of 
the Union it has turned an or- 
dinarily dull and painfully slow 
month into eone that not only 
keeps the organization intact but 
also helps fill the profit coffers. 

The fact that this sale is ‘so 
universally used is sufficient evi- 
dence of its merits. It’s the sav- 
ing of many a salesperson’s posi- 
tion, H. K. Stroup. 


SERVICE—ITS PRICE AND ITS 


VALUE. 


There’s only one reason why an ad- 
vertising agent ought to charge ten 
per cent or fifteen per cent. That rea- 
son is not because it is the price of 
his service, but because that is what 
his service is worth—a very different 
thing. 

The idea of + gem ge | the rate be- 
cause it is a point of honor between 
the apes and the publication is all very 
well from an ethical point of view, but, 
as a matter of fact, unless the service 
that the agent renders is worth ten per 
cent or fifteen per cent, he is just as 
dishonorable toward his client in 
charging ten per cent and _ rendering 
two per cent service as he would be in 
charging three per cent when he had 
promised the magazines to charge ten. 

A man who will cut a rate will un- 
doubtedly cut service. On the other 
hand, an advertiser who rsuades an 
agent to cut the rate and thus break 
faith with the magazines may expect the 
agent to break faith with him. 

Charging for advertising service by 
means of a certain per cent of the 
appropriation is merely a convenient 
method of measuring the price, even 
though it is not a logical one, 

There always has been and there al- 
ways will be two classes of national 
advertisers: 

One is the advertiser with his own 
complete advertising department, head- 
ed by a man who draws anywhere from 
five thousand to twenty-five thousand 
dollars a year. Such a house is at 
least as competent to prepare good 
copy and select mediums intelligently as 
the average agent. Such a house wants 
as an agent merely a clearing house— 

that will place that | neg md 
the 


an yg ; 
at the lowest cost possible for 
clerical work involved. 

There is also the advertiser who has 
neither the temperament, the time nor 


the equipment—possibly not a large 
enough volume of advertising business 
—to justify a complete advertising de- 
partment. Such an advertiser abso- 
lutely needs the services of an agent to 
whom the placing of business is_ the 
most incidental part of his work. Such 
an advertising agent is worth more than 
ten per cent to the advertiser, except 


Big enough to relieve 
you of the risk and 
trouble of holding half a 
dozen responsible for the 
same job. 

Good enough to reward 
your confidence in its sole 
accountability. 

That is the plant of 
The Imprinters—a place 
worth seeking the next 
time you have a cata- 
logue to prepare. 


American Bank Note 
Company 
86 Trinity Place, New York 








in cases where the appropriation is so 
large that ten per cent amounts to about 
what it would cost to have an equally 
competent advertising service oa his 
own, 

Much has been spoken and written 
about the culpability of the agent who 
shares the commission with his cus- 
tomer, or in other words, makes the 
lowest bid on a given list of publica- 
tions, Not much has been said about 
the part that the advertiser plays in 
rate-cutting. One way of looking at it 
is that the advertiser is — in buy- 
ing what he wants in the cheapest mar- 
et. Another way of looking at it is 
to consider rate-cutting a conspiracy 
between an advertiser and an advertis- 
ing agent to defeat the attempt of a 
magazine to maintain an equal rate to 
all advertisers. 

We believe that there is only one 
reason for paying any advertising agent 
ten per cent or fifteen per cent, or 
any other amount, and that is because 
the agent is worth it. If the agent is 
not worth ten per cent, then the adver- 
tiser is foolish to pay him that. If he 
is worth that, he will get it in every 
case without any difficulty, and_ will 
never feel any competition whatever 
from the agencies whose chief stock in 
trade is the fact that they will make 
a lower bid than any other agent _to 
get a given lot of business—The C-H 
Book. 


A coop advertisement sells goods 
to-day and makes a good reputation for 
to-morrow.—Seth Brown, 
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(A Roll of Honor 





Ne amount of money can buy a place in this list fora paper not having the 


requisite qualification. 


Advertisements under this caption are accepted from publishegs who, accord- 


ing 


to the 1906 issue of Rowell’s american Newspaper Directory. have submitted for 


that evition of tne Directory a detailed circulation statement. auiy signed and datea, 
also from publishers wno for some reason failed to obtain a figure rating in the 1906 
Directory, but have since supplied a detailed circulation statement as described above, 
covering a period of twelve months prior to the date of making the statement, sucn state- 
ment being available for use in the 1907 issue of the American Newspaper Directory. Cir- 
culation figuresin the ROLL oF Honor of the last named cnaracter are marked with an (> ). 


These are generally regarded the publishers who believe that an advertiser has a right 


to know what he pays his hara cash for. 


The full meaning of the Star Guarantee is set forth in Rowell’s American 
Newspaper Directory in the catalogue description of each publication possessing 
it. No publisher who has any doubt that the absolute accuracy of his circulation 
statement would stand out bright and clear after the most searching investigation 

would ever for a moment consider the thought of securing and using the Guarantee Star. 


ALABAMA. 
Birmingham. Ledger, dy. Average for 1906, 
22,419. Best advertising medium in Alabama, 


Montgomery, Journal, dy. Aver. 1906, 9,844. 
The afternoon home newspaper of: its city. 


ARIZONA. 


Phoenix. Republican. Daily aver. 1906,6.478. 
Leonard & Lewis, N. Y. Reps., Tribune Bldg. 


ARKANSAS. 


Fort Smith, Times. Evening (except Sat.) anc 
Sunday morning. Daily wveraye 1906, 4,228. 


CALIFORNIA. 
Oakland, Herald. Average 1906, 
19,667; June 1907, 28,066. Only Cali- 
fornia daily circulation guaranteed by 
Rowell’s Directory. 
San Franelisco. Sunset an, green be 
i ; 192 to 224 pages, x8. verage circula- 
meme months ending July, 1907, 91,428. 
Home Offices, Flood Building. 


COLORADO. 


r, Fost. Like a blanket it covers the 
Pn gy Boe S region, Circulation—Daily 


080 Sunday 85, 6. 
He The absolute correctness of the latest 


circulation rating accorded 
the Denver Post is guaran- 
teed by the publishers of 
"Rowell’s American News- 
paper Directory, who will 
pay one hundred dollars to 
the first person who success- 
fully controverts its accuracy. 


CONNECTICUT. 


Bridgeport, Evening Post. Sworn dy. av. ’06, 
11,265, 


Bridgeport. Morning Telegram. daily. 
Averuge jor June, 197, sworn, 11,018, 
You can cover Bridgeport by using 
Telegram only. Kate, i}¢c. er line, flat. 


Meriden. Journal, evening. Actual arerage 
for 1906, 7,530. First four months 1907, 7.734. 


Meriden. Morning Record and Republican. 
Daily average Sor 195, 3,57; 1906, 7,672. 


Annual 
v, 11,662, 


New Haven, Evening Revietor, G7. 


worn aver. for 16,14,.681; Sui 





New Haven, Palladinm, dy. Aver. 1905, 8,636; 
1906,9,549. EH. Katz, Special Agent, N.Y. 

New Haven. Union. Average 1906.16,481, 
First * mos., v7, 16.582. E. Katz, Sp. Agt., N.Y. 

New London, Day. ev’g. Aver. 1906, 6,104; 
aver. for June G,572 E. Katz, Sp. Agent, N. Y. 


Norwalk, tvenine Hour. Daily average guar- 
anteed to exceed 8,200, Sworn circulation 
statement furnished. 


Norwich. Bulletin, morning. Average for 


1905, 5,920; 196, 6,559: June, 1907, 7,259. 


Waterbury, Republican, dy. Aver. for 7905, 
%.648; (6, 5.952. La Coste & Maxwell. 


DISTRICT OF COLUMBIA. 


Washingten. Evening Star, daily and Sun- 
day. Daily averaye for 196, 85.577 (@®). 


FLORIDA 


Jackaonville, Metropolis, dy. Average 1906, 
9,482. Mar. ’07. 10.000, E. Katz, Sp. Agt, N.Y. 


IDAHO. 


Boise, Evening Capital News, d'y. Aver, 1906, 
4,808; average, July, 1907, 6,188. 


ILLINOIS. 


Aurora. Daily Beacon. Daily average for 
1905, 4,080; 196, 6,454. 


Catro, Citizen. 
. 
Champaign. News. Guaranteed larger circu- 


lation than all other papers published in the twin 
cities (Champaign and Urbana) combined. 


Chieago, Bakers’ Helper, monthly ($1.00). 
Bakers’ Helper Co. Average Jor 1w6,4,017 (@®@). 


Daily average for 1906, 


Chicago, Breeders’ Gazette, wy.; $2.00. Aver. 
circulation for year 1w6, 70,000. 


Chienge, Dental Review, monthly. Actual 
average for 1905, 8,708; for 16, 4,001. 


Chicago, Examiner. Average 
‘or 1906, 


649,846 Sunday, 
178,000 Daily. 
Guarantees larger circulation in 
city of Chicago than any. two 
other morning papers combined. 
Has certificate from Association 
of American Advertisers. 
Circulation for | Sunday, 717.681. 
February. 1907:§ Daily, 192, ° 
Absolute correctness of latest circulation rat- 
fags a she Chicago, ae z guaran- 
( y the publishers o: well’s News; r 
Directory. — 
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@ The Buffalo EVENING 
NEWS for the past three 
months carried the advertis- 
ing of 578 more local store 
advertisers than its nearest 
competitor. 

€ During the same period 
THE NEws carried 779 more 
columns, or 234,479 agate 
lines of local Display. 

€ Tue News’ supremacy in 
its field outranks any one 
3 to 1, and any two com- 
bined, both as to circulation 
and advertising. 

€ Net circulation first six 
months of 1907, 96,047 daily. 


SmitH & THOMPSON, 
Foreign Advertising Representatives, 


Trisune Bcpa. 
CHICAGO, 


Brunswick BLpG., 
NEW YORK. 





Why Is the Other 
Fellow Afraid 
To Show ? 


In January the Association of 
American Advertisers investigated 
the circulation of the papers in 
Memphis. The COMMERCIAL ApP- 
PEAL was the only Memphis 
paper that would make 
public the result of the in- 
vestigation. It gave the Com- 
MERCIAL APPEAL an average dur- 
ing 1906 of 38,201 daily and 
58,171 Sunday. Average so far, 
1907, Over 40,000 daily and 60,000 
Sunday. In spite of wild claims 
why won’t the other fellow show? 


Smith & Thompson, 


Foreign Advertising Representatives, 


Brunswick Bidg., Tribune Bldg., 
New York. Chicago. 

















“ No use now trying to 
cover Syracuse without 
the JOURNAL, 


{ Largest local circula- 
tion, and reaches the 


buying classes. Only 
1 cent paper in the city. 


{ You lose % the field 
when you omit the 
JOURNAL from the list. 


{22,000 daily circula- 
tion, nearly all of which 
is in Syracuse or en- 
virons. 


——— 


SMITH & THOMPSON, 
Foreign Advertising Representatives, 
Brunswick BuILpinG, New York. 

Tripune BUILDING, CHICAGO. 











THE NEW ORLEANS 


ITEM, 


by the Association of Ameri- 
can Advertisers’ report, 
showed a circulation deliv- 
ered by carrier three-fourths 
.of its total circulation. 

June average, 28,466 daily, 
a gain of about 20m over the 
similar period of the year 
before. 

The Item's circulation, 
representing both character 
and influence, is larger than 
any New Orleans paper, with 
a city circulation larger than 
any two New Orleans papers 
combined. 


SMITH & THUMPSON, 
Foreign Advertising Representatives, 
Brunswick Building, Tribune Building, 
New York. CHICAGO, 
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Chiengo, Journal Amer. Med. Ass’n, mocttr. 
Average six mos., Jan.to July, 1907, 51. ‘210 
Ohiecage, Kecord- = “eT Averuge 1906, siti 
141.748; Sunday 2 11.) Average April, 
1907. daily 161,648; ion 216,877. 
&@The absolute correctness of the latest 
circulation rating accorded 
the Chicago Record-Herald 
is guaranteed by the pub- 
lishers of Rowell’s American 
Newspaper Directory, who 
will pay one hundred dollars 
to the first person who successfully con- 
troverts its accuracy. 


Chicago. The Tribune has the largest two-cent 
circulation in the world, and the largest circula- 
tion of any morning newspaper in Chicago. The 
ibe). is the only Chicago newspaper receiv- 

ng ( 


Joliet, Herald evening and Sunday morning. 
Average for year ending April 30, 1907, 7,871. 


Peoria, aroning Star. Circulation guaranteed 
more than 21,000, 


INDIANA. 


Crawfordsville. Journal. Dy, and wy. aver- 
age, 1906, 5,878, Will be bigger next year. 


Evanevilie. Journal-News, Ar. for 1906, 16.- 
899. Sundays over 18,000. EZ. Katz, 8. A.,N. Y. 


Indianapolia, Up-to-Date Farming. 1906 av., 
174,584. Now 200,000 4 timesa mo.,75c, a line. 


Notre Dame, The Ave Maria. Catholic weekly. 
Actual net average for 1906, 24,612. 


Princeton, Clarion-News, daily and weekly. 
Daily average 196, 1,501; weekly, 2,548, 


Richmond, The Evening Item, daily. Sworn 
average net paid circulation for fire months 
ending, May 31, 1907, 5,816. circulation of 
over 5,000 ranteed in all 1907 contracts, The 
Item goes into 80 per cent of the Richmond 
nomes. No street sales, 


&2" The absolute correctness of thelatest 
circulation rating accorded 
the Richmond Item is guar- 
anteed by the publishers cf 
Rowell’s American News- 
paper Directory, who will 
pay one hundred dollars to 

the first person who successfully contro- 
verts its accuracy. 


South Bend, Tribune. Sworn daily average, 
June, 1907, 9,530, Absolutely bestin South Bend. 


INDIAN TERRITORY. 


Ardmore, Ardmoreite, daily, Average for 
1906, 2,448, 


Muskogee, Times Democrat. averag 
2,881; average 1906, 5,514. E. Kate, Agt., N.Y. 


IOWA. 


Barlingten, Hawk-Eye, daily. Aver, 1906, 
8,764. “All paid in advance.” 


Des Moines. Capital. daily. Lafayette Young, 
publisher, Sworn average circulation for 1906, 
41.751. reulation, City and State, largest 
wm Iowa. More advertising of all kinds in 1906 
in 342issues than any competitor in 3665 issues. 
Rate 70 cents per inch, flat. 


Des Moines, Register and Leader—daily and 
Sunday—carries more “Want” and local display 
a than any other Des Moines or lowa 
. circulation ist 6 mos. ’07, 80,198. 


fe; 
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Dea Moines. Iowa State Register and Farmer 
w’y. Aver. number copies printed, 1906, $2,128. 


Sioux City, Journal. Dai essed, average. for ist 
6 months, 1907, sworn, 28,90. Morning, Sun- 
day and Evening Editions. 


Sioux City, Tribune, Evening. Net sworn d 
~—. sap ded deducted) ist 6 mos. 1907, 81,122. 
u can cover Sioux City thoroughly by using 
The’ Tribune only. Itis subscribed for by prac- 
tically every family that a newspaper can inter- 
est. Only Iowa paper that has the Guaran- 
teed Star. 


KANSAS. 


Hutchinson, News. Daily 1906, 4.260. Mar., 
196,4,650, E. Katz, Special Agent, N. Y. 


Lawrence. World, evening and week. 
Gaptee printed, yo ve.daily, 8.2% 8,77 twecky. 8,084. 
canon te Lae r4 th ae fiers 
culation in Lawrence ~ yr any 0’ r, 
and has more paid subscribers on cr. Paper 
routes than al other dailies combined. Average 
or 1907,4,200. Only eight dailies in Kansas 
vea larger circulafion. 


KENTUCKY. 


Pg ge Leader. Ar. '06,, evg. &.157. Sun, 
6.798; Jan.,’07, 5,856, Sy. 6,891, E. Katz, 8. A, 


Owensboro, Messenger. Daily aver. six mos, 
ending June 30, 07, 8,568; aver. June, 8,780, 


MAINE, 
Augusta. Comfort,mo. W. H. Gannett, pub. 
Actual average Jor 1906, 1,271,982. 


Augusta. Kennebec goweni, dy, 
Average daily, 1906, 7.65 


and wy. 


Augusta, Maine Farmer, w’kly. Guaranteed, 
14,000, tates low; recognized farmers’ medium 

Py pes Commercial. average for 196, dail 

9,695; weekly 28,578. a ‘ 


Fg gee MaineWoods and Woodsman,weekly, 
%. 


. W. Brackett Co, Arerage for 1906, 8,07 


Portland. Evenin; 
daily 12,806. Sun 


eS Average for 1906, 
Telegram, 8,041, 


MARYLAND. 


Baltimore, American, dy. av. 4st 6 mos. ’07, 
77,052; Sun., 90,827. No return privilege. 


Baltimore, News, a. Evening News Pub- 
lishing Company. A 1906, 69,814, For 
July, 1907, 07. 
é absolute correctness of the 
latest circulation rating accorded 
the NEws is guaranteed by the 
eae of Rowell’s American 
spaper Lede ges who will 
pay one hundred do lars to the 
Jirst person who successfully con- 
troverts its accuracy. 


MASSACHUSETTS. 


Boaton. Evening Transcript (@@). Boston’s 
tea table puper. Largest amou amount of week day.adv. 


Pott 


Boston, Globe. Average 1906, daily. 182,986. 
Sunday 295.282. Largest circulation daily ot 
any two cent paper in the United States. Largest 
circulation of any Sunday newspaper in New 
England. Advertisements go in morning and 
afternoon editions for one price. 
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PRINTERS’ INK. 


The First Six Months of this 
Year Shows a 


GAIN IN ADVERTISING 


FOR 


Che Des Moines Capital 


over the same six months of a year 
ago. Inasmuch as the newspapers 
generally in the large cities have 
shown a loss, the gain of the CAPITAL 
is that much more remarkable. 








The CAPITAL is more than ever 
first in its field and the one medium 
for advertisers entering the State of 
lowa. If your market does not suit 
you in lowa, run some advertising in 
the CAPITAL. 

LAFAYETTE YOUNG, Publisher. 





Special Representatives: _ 


O’MARA & ORMSBEE ELMER WILSON 
- Brunswick Bldg., New York. 87 Washington St., Chicago. 
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BOSTON POST 


Average for March, 1907. Boston Daily 
Post, 240,148, increase of 65 over 
January. 1907 q: Sunday Poat. 
Mareh. 1907, 284,184, incrense ot 5,481 
over January, 1907. First New ped 
to put in linotypes. First New England 
to put in the autoplate. ‘Has in its big plant 
the jormess and most ex pensive press in the 
world. 8 Boston newspapers in amount 
of foreign business. “The Great Breakfast Table 

aper of New Englana.” Covers Boston and 

New Gg more thoroughly than any other 
paper . Bulk of its cireuiation delivered in 
—— of middle-class, well-to-do portion of com- 
munity 


bs The absolute correctness of the latest 


Boston 


‘circulation. rating accorded 
the Boston Post is guaran- 
teed by the publishers of 
Rowell’s American News- 
paper Directory, who will 
pay one hundred dollars to 


the first person who successfully contro- 
verts its accuracy. 


Holyoke. Transcript, daily. Act. av.  gthaaeaal 
ending May, 1906, 2,339; 3 mus, ‘07, 7.842. 


Lynn. Evening Item. Daily sworn av. year 
1906, 15,068: Jan., 1907, av. 16,017. The Lynn 
family paper. Circulation absolutely unap- 
proached in quantity or quality by any Lynn 
paper. 


Springfield, Current Events. 
antees results. Get proposition. 


Alone guar- 
Over 50.000. 


Woburn. News, evening and weckty: Datly 
ar, net paid cir. March, 1,525. Wkly, 1.481. 


Worcester, Evening Gazette. Actual sworn 
arerage for 1906,11,401 copies daily; Feb., ’07, 
15.806; March, 1907, 15.768. Largest evening 
circulation. ay **Home” paper. Per- 
mission given A. A. A. to examine circulation. 


Woreester. L’Opinion pee. daily (© ©). 
Paid average for 1906, 4,282 


MICHIGAN. 


Jackson, Citizen-Press. Only 
evening paper. Gives yearly aver- 
ages, not weekly. It’s Jackson’s 
‘greatest daily. It carries more 
advertisi and the largest 
net paid circulation. No secrets. 
April daily average. 7.786. 


Jackson, Patriot. Average June, 1907, 
7,871; —s tay, 8, 8,681. Greatest net cir 
culation. by A A.A. Swornstate- 
ments eee inati i d 


Suginaw, Courier-Herald. daily, Sunday. 
Average 196. 14.397: June, 1907, 14.759- 
Evening News, datiy. Average for 
008 ED. 964 4; July, 1907, 1907, 20,455. 
; Tecumseh. Semi-Weekly ‘Haraiay 
average for 1906,1,158. 
MINNESOTA. 


Minneapolia, Farmere’ Tritane, pig t - 
W. J. Murphy, pub. Aver. for 1906, 37,8 





Actual 





Minneapolis. Farm, Stock and Home, semi- 
Monthly. Actual average 1905. 87,187; ave 
aye for 1906, 100,266;é mos., 1907, 104,100. 
The clute accuracy vf Farn, 
Stocic «& Home's circulation rating 
% guaranteed by Americun 
oe Directory. Circulation is 
ically confined to the farmers 
or Of Mennesote., the Dakotas, Western 
Wisconsin and Northern Iowa. Use 
it to reach section most prontabl ue 


Minneapolia«, Journal. Daily 
and Sunday ‘Q©@). In 1906 aver- 
age daily circulation, 74,054. 
Daily average circulation Sor 
sala 1907,%6,08%. Average Sun- 
day circulation Sor July, 1907, 
71,270. The absolute accu 
of the Journal’s circulation rat- 
ings is guaranteed by the Ameri- 
can Newspaper Directory. It is 
—— to reach the great 


rmy of purchasers throughout 
the Northwest and goes into more 
homes than any paper in its field. 
It brings results. 

Minneapolis, Svenska ‘Amerikanska Posten. 
Swan J. Turnblad, pub. 1906, 52,010. 
CIROCULAT’N Minneapolis Tribune. W 
J. Murphy, pub. Est. i867. Old- 
est Minneapolis daily. The Sun- 
day Tribune average per issue 
Sor the year ending December, 
1906, was $1,272. The duily 

Tribune arerage per issue for 
b ~N ° 
~o “Direc: the year ending Dece-nber, 1906, 
to was 102,164, 

St. ie Pioneer Press. Net average ae 

a Sor January—iaily 35,802, Sunday 3: 


The absolute accuracy of the 
Pioneer Presa circulation state- 
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‘ 
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ublican-Herald, Av. May. 4 518 
t outside Twin Cities & Duluth. 


MISSOURI. 

Joplin, Globe, daily Average 1906, 15. oe 
Apr.. 1907, 17, 248. eo Agent, N as 
Kanans Wixty —_. Cire'n, 275.000, 
isplay and ciassified, 40 
peo a oy “fiat; ; 70,0 Daily and Sunday —dis- 
play, 1 qe. C eekly 
"ak ban ay —dieplay, 48c. Literature on cequest. 
Joseph, News and Press. Circulation 

mg "86,079. Smith «t th «¢ Thompson, East, Reps. 
St. Louis. National Druge Ernewiet, mo. Henry R. 
Strong, Editor ana Publisher. Average for 1900, 

8.000 (© ©). Eastern office, 59 Maiden Lane. 
&t. Leuia, National Farmer and Stock Grower, 

monthiy. Areraye sor 1906, 104,200, 


MONTANA. 
Missoula, Missonlian. Every morning. Av 
erage 12 months ending Dec. 3/, 1906, 5,107. 
NEBRASKA. 


Lincoln. Deutsch-Amerikan Farmer, weekly. 
Average 1906, 141 859. 


Lineoln. Brete Proms, esse, weekly. Actual average 
Sor 196, 142.989 
NEW HAMPSHIRE. 


Manchester, Union. Av. £906, 16,758, daily. 
. H. Farmer and Weekly Union, 5,350. 


Nashua. Telegraph. The pars daily in city. 
Daily average year ending Dec., 196, 4,371. 
NEW JERSEY 
Aabury Park. Press. 1906, 4.812. Gainef 
average of one subscriber a day for ten years. 


Camden, Daily Courier. Actual average for 
year ending December 31, 1906, 9.029. 


Winona. Re 
(Sat. 5,200). 








e, semi- 
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Elizabeth. Journal. Av. 1904. 5.5223 1905 

6.519, 196 2.847% March, 1907, 8,161, 

Jeraey City. Evening Journal. Arerage for 
490. 28.005. First six months 1907, 24,089. 


Newark. Eve. News. Net dy. av. for 1906, 
68,022 copies ; net dy. av. for Apr., 1907, capes. 


Trenton, Kvening Times. Ar, 1906, 18.287; 3 
mos. dy. av. Apr. sv, 07, 20.621; 3 Apri, 20, aa, 


NEW YORK. **> 


Albany. Evening Journal. Daily average for 
490, 16.251. It’s the leading puper. 


Batavia, Daily News. Average first 6 mos. 
7,7,494. F.R. Northrup, special rep., N. Y 


Brooklyn. N. VY. Printers’ Ink sa 

THE $TaXDARD UNION now has te 

largest circulation in Brooklyn, Daily 
average 6 mos. 1907, 58,449. 


Buffalo. Courier, morn. Av.1906, Sunday .91- 
168; daily, 58. 638i; Enquirer, even.. 32.683. 


Buffalo, Evening News. Daily average 1905, 
94.690; for 196, 94,743. 

Corning, Leader, evening. Arerage 1904, 
6.2883 1905, 6 395; 1906, 6,585; Feb. uv., 6,820. 


Mount Vernon, Argus, Argus, evening. Actual daily 
average for 12 mos. ending June 30, ’v7, 4,816. 


Newburgh, News, daily. Ar. '06,5,.477; 4,000 
more than all other Newbur gh papers combined. 


New York City. 
fore ey Est. 13863. Actual weekly 
av. Jor '06.9.706 (OO). 4 mos. tu Apr. 07, 9, VAY. 
Automobile, Ar rid Average for year ending 
Dec. 28, 1906, 15,212. 


Baker’s Review, monthly. W.R. Gregory Co., 
publishers. Actual average J for 1906, &. 488. 

Benziger’s Magazine, the on the only popular Catholic 
Family Magazine published in the United States. 
Guaranteed cire’n, 75,000; 50c. per agate line. 

Clipper, weekly (Theatrical). Frank 7 
Pub, Co,, Ltd. Aver. for 196, 26.611(00 

El Comercio, mo. Spanish export. J. ional 
Clark Co, Average for 1906, 8,564%—sworn. 


Music Trade Review, music trade and art week- 
ly. Average for 1906, +. 109. 


Printers’ Ink, a journal for 
advertisers, published every 
Wednesday. Established 1888. 
Actual weekly average for 
496, 11.708. 


The People’s Home Journal. 554.916 mo. 
Good Literature, 452.500 monthly, «average cir- 
culations for 1906—all to paid-in-adrance sub- 
scribers. F. M. Lupton. iisher. 

The Tea and Coffee Trade Journal. Average 
circulation for wer. ed July, 1907, 7,865; 
July, 1907, issue, 8,00) 


Theatre scpastne SoaeaBy. Drama and music. 
Actual average for 1906, 60,009, 


The World. Actual arer. for 1906, Morn... 818. 
664. Evening. 359.057. Sunday, 442.228. 


North Tonawandn. News. Daily 1906 av.. 
2,274, R. Tomes, 8. A., 116 Nassau, N.Y. Fiv 
cents inch; seven cents after October 1 


Rochester, Case and Comment, mo., Law 
Av. for year 1906,22.601. G Guaranteed 20,000. 


Schenectady. Gazette, e, daily. A. N. Liecty. 
Actual average for 1905, 18.003; 196, 15,809, 


Syracune. Evening Ileraia. dailv. Herald (o.. 
pub. Acer, 1906, daily 35.206. Sunday 40,064. 


Troy, Record. Average circulation 
1906, 18,801. Average July, 4907, 

20,871. | wd paper in city which has 
permi! A. A. examinatio... 


Utlen, resid Sone Contractor, mo. 
Averaye Sor 1906, 2.625. 

Utien. Press. daily. Otto A. Meyer, publisher. 
Average for year ending Murch 31, 1907, 14.927. 





NORTH CAROLINA. 


Raleigh. Times. North Carolina's foremost 
afternoon paper. Actual daily average Jun. ist 
to Oct. ist, 1904, 6,551; weekly, 3,200. 


Winston-Salem leads all N.C. towns in manu- 
facturing. The Twin-City Daily Sentinel leads all 
Winston-Salem papers in circulation and advy. 


NORTH DAKOTA. 


Grand Forka, Normanden. Av. yr. 05, 7,201. 
Aver, for year 1906, 5,180, 


OHIO. 


Akron. Times, daily. Actual aaa Sor 
year 1906, 83,9773 april, 1907, 9,605 


Ashtabula, Amerikan Sanomat,. Finnish, 
Actual average Jor 1906, 10.690, 


Cleveland, Plain pesler. Est. ae attr 
daily average 1906,%72,216; Sunda 
July, 1907, 74,441 iain: Sun., set8s. 


Coshocton, Age, daily, Net average 1906, 
2.757. Verified by Asso. mer. Advertisers, 


Coshocton, Times, dy. Net ’06, 2.128; 6 mo. 
’07, 2,416. No cash books books fixed to fit padded cir, 


Dayton, The I. Tamia Home Journal, mo. 
(Formerly Laborers’ Journal). National cir. Av. 
for year ending Fea 98 su, 707, 14.811 copies. 
Critically read by 36, 500 members of THEI. L. U. 
GRAND LODGE, the fraternal, feo ORG order 
of ne -workers. . agate line, flat rate 


ngfleld, Farm and Fireside, over  cen- 
a... ing Nat. agricult’! paper. Cir.435,000. 


Warren, Daily Chronicle. Actual arerauge 
for year ending December 31, 1906, 2,684. 


Youngatown. Vindicator. D'y. av.'06. 18.740; 
Sy. 10,001; LaCoste & Maxwell, NY. & Cnicago. 


Zaneaville, Times-Recorder. Ar. 1906, 11.- 
126, Guar’d. Leadsall others combined by 50%. 


OKLAHOMA. 


Oklahoma City, Tne Oklahoman. 1906 aver., 
18,918; June, 1907, 20,805. E. Katz, Agent N.Y. 


OREGON. 


Mt. Angel. St. Joseph’s-Blatt. Weekly. May 
3, 1907, 19. 158. 


Portland. Journal, -_~. Average 1906, 
25.78 ; for April, 1907, 29.022, 

he absolute correctness of the lxtest circula- 
tion rating accorded the JOURNAL is guaran- 
teed by Rowell’s Am. Newspaper Directory. 


Portland, Pacific Northwest, mo.; av. /st 6 mo. 
1907,16,000. Leading farm paper in State. - 


PENNSYLVANIA. 


Chester, ps ov'a a’ is Average 1996. 7.688, 
N. Y. office, 220 D’ way. Northrup, Mgr. 


Erle. Times, daily. arer. Sor 1906, ft 1105 
June, 107,183,610. E. Katz, Sp. Ag., N. 


Harrisburg, Telegraph Swornav. ya 14,- 
889. Largest paid croulat'ntn H’b’g or no pay. 


Manayunk. Sentinel, begga Seclude 
in your fali advertising plans, Sample sen 


JOO OY 


The correctness of FARM JOURNAL 8 
suuscription statements is guaran- 
teed by the American Newspaper ])i- 

* rectory. Tne average edition for the rs 

year 1906: -wus 551,683 copies: each 
month It has ng Came paid. in- 
advance subscribers than any other 
farm rad vw gy bo in ~ world. It has been 
awar 


©), an f, 
or all, the pat, Sugar SBeal te 


OOOO OE 


Philadelphia, Confectioners’ Journal, ,md. 
AV. 1905, 5.470; ° 1906, DOLE (Q®)._ 
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Philadelphia. German Daily Gazette. Arer. 
circulation, 1906,daily 52,922: Sunday, 52.486, 
sworn statement, Cérculation books open 


The Philadelphia 
BULLETIN’S 
Circulation. 


The following statement shows the actual 
circulation of THE BULLETIN for eacu day in 
the munth of July. 1907 : 
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Wesaterly,Sun. 


Geo. H. Utter, pub. aver 1306, 
4.027. 


Largest circulation in Suuthern R. | 


SOUTH CAROLINA. 
Charleston, Evening Post- Actual dy. wer. 
age for 196,4.474. Decemoer, 1906, 4.255. 


Sg te. Actual ver. 
age for 1906, daily ( 11.23 
copies; semi- —— 3 Ra a 
day .0®». . Actual 
ape ooe 52, pF 
arly ( ) sunday (Os 
— Re 
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Spartanburg. Herald. Actual average for 
Jirst jive months, 497, 2.529. 


TENNESSEE. 
Chattunooga, News. Aver, 3 


mos, ending Dec. 31, 1906, 14.707, 
Only Chattanouga paper permit- 


UA 
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ting examination circulation by 
Assoc. Am. Advertisers. Carries 
more advg.in 6 days than morn- 
ing paper7 davs. Greatest Want 


Ad medium. Guarantees laryest. 


| 
| 
| 


Total pean 25 days, 5,955,542 copies. 
NET AVERAGE FOR JULY: 


229,059 copies a day 


“The Bulletin’s” circulation figures are net; 
all damaged, unsold, free and returned copies 
have been omitted 


WILLIAM L. MCLEAN, Publisher. 





Phiiadelphia, Motor Print, mo. 
Copies printed, 25,283 average each 
issue, for year ending February, 1907. An 
independent periodical for all who use 
motor vehicles of any class. Enjoys the 
largest paid circulation among registered 
owners of motor crafts of any publication. 











Philadelphia. The Press is 
Philadelphia’s Great Home News- 
paper. Besides the Guarantee 
Star,it has the Gold Marks and is 
onthe Roll of Honor—the three 
most desirable distinctions for 
any newspaper. Sworn average 
circulation of the daily Press for 

1906, 100,548; the Sunday !'ress, 137,863. 


Seranton, Truth. Sworn circulation for 1906, 
14,126 copies is, with a steady increase. 


Next Cheater. Local News, 

. Hodgson. sverayefor 

In its 35th year. 

t. Has Chester County 

and vicinity for tts field. Devoted 

to home ews. mse 18 2 home 

paper. Chester County is second 

in the State in agricultural wealth. 

voce Dispateb and Daily. 


Average for 1906, 
17.76 te 


RHODE ISLAND. 


Pawtucket. Evening Times. Aver. ctrculation 
Sor 196, 17.115 (sworn). 


_. Previdence. Daily Journal. 18.051 «@0), 
eguddy. 21,840.:00). HKrening Bulletin 26, 
620 averaye (#6. Providence sournai Co. pubs. 


Providence. Tribune. Morning 10,349, 
Even ng Bt.018: raee, 16,220. Most 
progresrive paver. nthe field Evening 
paijongtentntena by lowell’s Am. N.D. 


tion or no pay. 


Knoxville, Journal and Trib- 
une. Daily average year ending 
December 31, 196.13.692. Daily 
arer. last 3 mouths 196, 15.247, 

One of only five papers im 
the South, and only paper in 
Knoxville awarded tic peerage 
Star. The leader in this jield. 


weemPhic, Commercial Appeal. daily. Sunday, 

eekly. First six months 1907 av.: Dy.,41,7%2: 

Bantaw: 61,485; weekly, 81, 212, Smith & 
Th Kepr tatives, N.Y. and Chicago. 


Nashville, Banner. daily. Aver. for rear 1906, 
$1,455; Jan. 197, 88.2388: Feb. 1907, 32.271. 


TEXAS. 
El Paso, Herald. May, ar., 7,618. Mor ye Ghee 
both other El Paso dailies. ’ Verified by A. A.A 


VERMONT. 
Barre. Times, daily. F.E. Langley. Aver. 15, 
8.527; 1906,4.113, 


Bennington. Banner, daiiy. T. E. Howe. 
Actual averaye for 196, 1.980, 


Burlington, Free Press. Daily average for 
1906. 8.45%. Largest city and State circu‘a- 
tion, Examined by Asso, oe Amer. Advertise: s. 


Mostastier. Argus, daily. Actual averuye 
Sor 196, 8,280 copies per issue, 


Rutland. Herald. Average 1904, 3 ede Av- 
eo 1905, 4,286. Average 1906, 4,6 


t. Albana, Messenger. daily. actuc! average 
= 1905, 3,W01; Jor 1206, 8.258 copies por issue. 


VIRGINIA. 
Danville. The Bee. Av. 1#4. 2.867. June, 
1907, 2,690. Largest cir’n. Only eve'g paper. 


Kichmend. So. Tob. and Modern Farmer, 
mo. average for Jirst 5 mos, of 197, 14.425. 


Winchester. Evening Star. Average Jue 
sworn daily 3,826. Oniy daily paper. 


WASHINGTON. 
Seattle, Poxt insolgencer (OO). 
Av., for July, 1907, net —-Sunday 
48.789; Daily, 84.260; week dity 
82,855. nly sworn circulation 
ot poet Largest genuine aid 
ih paid circulation in Washing 
ton t highest quality, best service 
greatest results ulways. 


Seattle. The Daily and Sunday 
Times led all newspapers on thc 
Pacific Coast nortn of Los Angeles 
in amount of 
during 1906, leadi its nearest 
Hie by over 178,000 inches displuy 
.000 lines of classified. 
That tells the story of results 
Arerage va Sania in 1906 was 42,172 daily, 
56,794 Sunday. Arerages for Januaru, 1’. 
were ~ Daily 44,911, Sun a 61,591. You get 
the best quality and largest quantity of circul:- 
tion nerfectly” blended vhen you buy space in 
the ‘ mes, the b gest en ag success of the 
last decade on the Pacific Coast 
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Tacoma, Ledger. Average 1906, daily,16,05%% 
Sunday 21,798. 

Tacoma. News. 
urday, 17,610, 


WEST VIRGINIA. 
Parkersburg, = Zw. R. E. Hornor, 
pub. Average for 16, 
Ronceverte, W. Va. — wy. Wm. B. Blake 
&S8on, pubs, ver. 1906, 2,220, 


WISCONSIN. 
Janeaville, Gazette. d’ly and s.-w’y. Cire 
ist 3 mos. 1907, duily 8 OF : semt-weekly soon. 


Madison, State Journal, dy. Average 1906, 
8,602; Jan., Feb., Mar..4907, 4 4, 34; Apr., 8.108. 


Marshfield Times, nes, weekly. 1996 average, 
2,199. Largest cir-ulation in Wood Co. 


Milwaukee, = Journal, even- 
ane; indenendent. Average ‘6 mos. 
7, &1 ,4si. June gain over 1906 
ally, 7,880. Biggest in history 
paper. Paid city eoutenios 
ai 
of any other Milwaukee ly 
or Suhday. 

Milwaukee, Evening Wisconsin, d’y. Av. 1906, 
25,450 (@©). Carries largest amount of ad- 

vertisiug of any paper in Milwaukee. 


ee) Northwestern. daily. 


=a T™ WISCONSIN 
? Agricorrorist 


Racine. Wia.. Extab. 187 
Actu:l weekly average for year 
ended Feb, 28, 197, 01,126. 
arger circulation in Wiscon- 
sin thanany Ne ag r. ddr. 
$5.50 an mch Mffice. Tem- 


Averuge 1906,16,109; Sat- 


Average for 





ple Ct. W.C. Richarason, Mgr. 


WYOMING. 


Cheyenne, Tribune. Actual daily average net 


Sor 1906, 5,126; semi-weekly, 3,998. 


BRITISH COLUMBIA. 


Vaneouver. Province. daily. Arerage for 


1906, 10,161: May, 197, 123.221. t leClerque, 


U.S. Repr., Chicago and New York. 


MANITOBA, CAN. 


Winnipeg, Free Press, daily and weekly. At 
erage for 196, daily, 84,559; dail July. 1907, 
87,817, wy. av. Sor mo. of J mo. of June, “28,887 


Winnipeg, Der Nordwexten. Canada's Ger- 
man newsp’r, Av. 196,16,177. Rates 56c. inch, 


Winn Ipeg. Telecram. Average 6 mos. 1907, 
22,961. eekly av. 19,586, Flat rate, 3c. 


ONTARIO, CAN. 
Teronte. Canadian Impiemeht and Vehicle 
Trade, monthly. Arerage for 16, 6,125 
Toronto, Canadian ater, monthly. Average 
circulation for 196, 4,540, 


Toronto, The News. Daily arerage circula- 
tion for the month of re ae say £0. 210. 
Advertising rate sé6c. per inch, 


QUEBEC, CAN. 


Montreal. La Presse. La Presse lub. Co. 
Lta., publishers. Actual arerave 1905, da:ly, 
96.771; 1906, 100,087; weekly, 49,992, 


Montreal, The Daily Star and 
The Family Herald and hover 


Star have a su! 
GUAR 1,000,000 readers 
AN \ pulation, 
TEEO Ar. cir. of the Duily Star for #04, 
4 copies daiiv; the Wee 
star, 128,452 copies each io 








THE WANT-AD MEDIUMS 


A Large Volume of Want Business is a Popular Vote for the 
. Newspaper in Which It Appears. 








Advertisements under this 


heading are only desired from 


papers of the requisite grade and class. 





OOLORADYO, 
W ANT advertisers get best results in Colorado 
Springs Evening Telegraph. 1c. a word, 


CONNECTICUT, 
N ERIDEN, Conn.. MORNING RECORD; old es- 
4 tablished family newspaper; covers field 
60,000 high-class pop.; leading Want Ad paper. 
Classitiea rate, cent a word: 7 times,5 centsa 
word, Agents Wanted. halt a cent a word. 


DISTRICT OF COLUMBIA. 
7% HE ae and SunpDay Star. Washington, 
© ©). carries DOUBLE the number of 
Ww ae Abe of any other paper. Rate lc. a word. 


ILLINOIS. 
1b HE pots nl NEWS is Chicago’s “Want ad” 
D..ectory 
“HE TRIBUNE publishes more classified ad- 
vertising than any other Chicago newspaper. 
INDIANA. 


pus INDIANAPOLIS NEWS prints every day 
every week, every month and every year. 
more paid classified (want) advertisements s tuan 


ull the other 1 papers 
toral number it printed in 1906 was 315,300. an 
000 every day, which is — 





nverage of over 
more than all the other indianapoli. papers 


Pee HAUTE TRIBUNE. Goes into 82 per 
cent of the homes of mes of Terre Haute. 


STAR LEADS IN INDIANA, 


last seven months the INDIANAPOLIS 
A. po ba 383.17 more columns of paid classi- 
fled advertising than carried by its nearest tom- 
petitor during the same period. The STAR gained 
1401.76 columns over the corresponding months 





ia newspaper. 


The Lake County Times 


Hammond, Ind. 


An Up-to-Date Evening Paper. Four Edi- 
tions Daily. 

The advertising medium par excellence of 
the Calumet Region. Kead by all the pros- 
Kein vusiness men 9 well-paid mechan- 

es in what accepted as the 

“Logical Industrial Center of America.” 

Guaranteed circulation over 10,000 daily. 


Kkave, six cents ver line. 














INDIAN TERRITORY, 
RDMOREITE, Ardmore, Ind.Ter. Sworn cir- 





culation second in State. Popular rates. 
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IOWA. 


HE Des Moines’ REGISTER aND LEADER; only 
morning paper; carries more “want” ad- 
vertising tban any other lowa newspaper. One 
cent a word, m’thly rate $1.25 nonp. line, dy.& Sy, 


’ (ae Des Moines CAPITAL guarantees the lar- 
gest city and the largest sess ae 
in lowa. The Want giv 
turns always. ‘The rate is 1 cent Me word; by the 
month $1 per line. It is published six evenings 
a week; Saturday the big day. 





MAINE. 


HK EVENING EXPRESS carries more Want ade 
than all other Portiand dailies combined. 


MARYLAND. 
f ude? Baltimore News carries more Want Ade 
than any other Baltimore daily. It is the 
recognized Want Ad medium ot Baltimore. 


MASSACHUSETTS, 
"PBX Bostow EVENING TRANSCRIPT is the great 
: resort guide for New Englanders. ‘hey 
e> pect to find all goou places listed in its adver- 
tusing columns, 


ttt kkk 


Ts: BOSTON GLOBE, daily ~~ Bef , for 
he year 1906, printed a total F paid 
Pith om. There was a gain of 97,580 a the 
ear 1905, and was 201,569 more ~—_ ~“Naaed other 
oston paper carried for the year 1906. 


HI Ke tek 


30 WORD AD, 10 cents a ante a dee, Patty ENTER- 
PRISE, Brockton. Mass. Circulation, 10,000 


MINNESOTA 
T HE MINNEAPOLIS TRIBUNE is the recognized 
Want ad di of Mi l 





The Minneapolis JOURNAL, Daily 
~aud Sunday, carries more clas- 
sitted advertising than nany other 
Minneapolis newsra No free 
Wants and no C Petvant nor 
objectionable medicai advertise- 
ments printed. Classified Wants 
printed in July, 148.806 lines. 
dividual advertisemente, 21,529. 
Eight cents per agate line ed em in- 
sertion, if charged. No ad taken 
for less than 24 cents. ire cash ac- 
companies order the rate is lc, a 
word. No ad taken less than 


CIROLA 


HE MINNKAPOLIS TRIBUNE is 

the oldest Minneapolis daily 

and has over 100,000 subscribers. 

It publishes over 80 columns of 

Want advertisements every week 

at full price (average of two 

pages a day); no free ads; price 

— both morning and even- 

aw Aman ing issties. Rate, 10 cents per 
y Am. Newae iiee, Daily or Sunway. 

pauper DPtory 


TNS 


. MIssOURL, 
HE Joplin Grospr carries more Want ads 
than all other papers in Southwest Missouri 
combined, because it gives results. One centa 
word. Minimum, l5c. 


MONTANA. 


‘per 3 Anaconda STANDARD is Montana’s great 
Want-Ad”’ mediim; Ic. a word. Average 
circulat’n (first 6 mos. 1907), 11,187; Sunday, 15,068. 


NEW JERSEY. 


fT HE NEWARK EVENING NEws is the recognized 
Want-ad Medium of New Jersey. 





J EWARK, N. J., FREIE ZEITUNG (Daily and 
4 Sunday) reaches bulk of City’s 100,000 Ger. 
mans One cent per word ; 8 cents per mouth. 


ERSEY CITY Bromma Denese, leads all other 

Hudson County n ~the number 

of classified ads carried. It exceeds because ad. 
vertisers get prompt results. 


- NEW YORK. 
'"N,HE EAGLE has no rivals in Brooklyn's 
classified business. 


Nets EVENING JOURNAL, Fastern N. Y.’s 
best paper for Wants and Classified ads. 


Pp! ARGUS. Mount Vernon. N.Y. Great- 
est Want ad nWw er County, 





BoFzALO NEWS with over 95,000 circulation, 

isthe only Want Medium in Buffalo an the 
hag pe Want Medium in the State, outside of 
New York City. 


RINTERS’ INK, published weekly. The rev. 
ognized and leaaung \Wantaa medium for 
want ad meuiums. mail order aracles, advertis 
at novelties, printing. typewritten citcurars, 
rubber stamps, office devices. adwriting, bulf 
tone making, and practivaliy anything whicn 
interests and appeais to advertisers and pusi- 
ness men. Classified advertisements. 20 cunts 
a line per issue flat, six worus to a line, 


ATERTOWN Darty STANDARD. Guaran- 
teed daily average 1906, 7,000. Cent awora, 
sae 
Ome, 
OUNGSTOWN VINDICATOR—Leading “Want” 
medium. le. per wora. Largest:circulation. 


OKLAHOMA. 


HE OKLAHOMAN, Okla. City, 19.414. Publishes 
more Wants than any 7 Vkila. competitors, 


PENNSYLVANIA. 


TT Chester, Pa., TIMES carries from two to 
five times more ciassifiea ads than any 
other paper. Greatest circulation.. 


mapint ISLAND. 


‘HE EvENniInG BULLETIN—By far the lurgest cir- 
culation & and the best Want medium in I. 1. 


PRorinerce TRIBUNE, morning and even- 
ing, 43,900, brings results, cost the lowest. 


SOUTH CAROLINA. 
HE Columbia STaTE (OO) carries 
more Want ads. than any other 

South Carolina newspaper. 


CANADA. 
A Anpoy, Montreal. Largest daily circwla- 
tion Canada witnout exception. (Duily 
100.087. eaaare 117,000—sworn to.) Carries more 
want ads than any newspaper in Montreal. 


HE DaILy TELrGRAPH, St. John. N. B., is the 

want ad medium ot the maritime provinces 
Largest circulation and most up to-date paper of 
Eastern Canada. Want ads one cent-a word. 
Minimum cnarge 2% sents. 


[ae Montreal DAILY STAR carries more Want 

advertisements than ail other Montreal 
dailies combinea The FaMILy HE&RaLp ND 
WEEKLY STAR carries more Want advertisements 
than any other weekly paper in Canada. 


HE 
x “Want” advertisements than any other 
dail per in Canada, and more advertiseme)its 
of this nature than are contained in all the other 
daily papers published in Western Canada com- 
bined. lates one cent Sia word per day, or four 
cents per word per week. 


Winniots FREE PRESS carries more 
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le ©) GOLD MARK PAPERS @0} 





Out of a grand total of 23,461 publications listed in the 1906 issue of Rowell’s American Newspa- 
per Directory, one hundred and fourteen are distinguished from all the others by the so-called gold 


marks (@®©). 
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ALABAMA. 


Richest section in the prosperous South. 


WASHINGTON, D.C, 
in Washington subscribes to 


1821. 


Nearly everybod 
y ND SUNDAY STAK. Average,| roading. Ave 
McGRAW PUBLISHING COMPANY, 


THK KVHNING A 
1906, 35,577 «@@). 
ILLINOIS. 
THE INLAND PRINTER, Chicago, (© ©). Act- 
ual average circulation for 1905, 15,866. 
BAKERS’ HELPER (© ©), Chicago. ouly “Gold 
Mark” journal for baxers. Oldest, hest known. 
TRIBUNE (© ©). Only paper in Chicago re- 
ceiving this mark. because TRIBUNE ads bring 
satisfactory results. 
KENTUCKY. 
LOUISVILLE COURIERJOURNAL (©). 
Best paper in city; read by best people. 
NE. 
LEWISTON EVENING JOURNAL, daily, aver- 
e first six mos. 1907, 7,855 (O ©); wy., 17,705 
(OO). Muine’s great newspaper. 
MASSACHUSETTS. 
Boaton, Am. Wool and Cotton Reporter. Kee- 
ognized organ of the cotton and woolen indus- 
tries of America (© ©). 
BOSTON EVENING TRANSCRIPT (©). estab- 
lished 1830. The only gold mark daily im Boston. 
TEXTILE WORLD KECORD (©6), Boston. The 
medium through which to reach textile mills 
using 1,885,000 horse power. 
WORCKSTER L’OPINION PUBLIQUE (@ ©) is 
the leading French daily of New Engiand. 
NNKESOTA. 


NORTHWESTERN MILLER 


(om) Minneapolis, Minn ; $3 per year. Covere 
milling and flour trade all over the world. The 
only “Gold Mark” milling journal (©). 
PIONEER PRESS (@O), St. Paul, Minn. Most 
reliable paper in the Northwest. 
THE MINNEAPOLIS JOURNAL (© ©). Largest 
home circulation and most productive circula- 
tion in Minneapolis. Carries more local advertis- 
ing, more classified advertising and more total 
advertising than avy paper in the Northwest. 
NEW YORR. 
NEW YORK TIMES (@©). Largest gold-mark 
sales in New York. (Wate 
BUFFALO COMMERCIAL (©©). _ Desirable 
because it always produces satisfuetory results, 
BROOKLYN EAGLE (@©) is THE advertising 
medium of Brooklyn. 
INGINEERING NEWS (@@).—A periodical of 
the highest character.—Times, Troy, 
THE POST EXPRESS (@@). Rochester, N.Y. 
Best advertusing medinm in this section. 
ARMY AND NAVY JOURNAL, (© ©). First in 
its class in circulation, influence and prestige. 
SCIENTIFIC AMERICAN (© ©) has the largest 
circulation of any technical paper in tne world. 
VOGUE (©©) carried more advertising in 1906 
than any other magazine, weekly or monthly. 
ELECTRICAL REVIEW (© ©) covers the field. 
Read and studied by thousands. Oldest, ablest 
electrica! weekly. Reaches the buyers. 


| NEW YORK HERALD (@®). 











day. Established 1841. 
and up-to-date newspaper, whose readers repre- 
sent inteilect and purchasing power toa high- 
grade advertiser. 


The great international week] 
verified and certified by the Association of Amer- 


CENTURY MAGAZINE (© ©). There area few 


people in every community who know more 


THE MOBILE REGISTER (@©). Established tuan all in cakes. 
CENTURY MAGAZINE. 


These people read the 


STREET RAILWAY JOURNAL (©©). The 


foremost authority on city and interurban rail- 


e circulation 8,200 weekly. 
PANY. 


HARDWARE DEALERS’ MAGAZINE. 

In 1906, average issue, 20,791 (© ©.) 
Specimen copy mailed upon juest, 

D, T. MALL , Pub.,.253 Kroadway, N. Y. 


THE ENGINEERING RBCORD (60). The 


most progressive civil engineering journal in 
the world. Circulation av: 
week. McoGRAW PUBLISHING COMPANY. 


erages over 14,000 per 


FOREST AND. STREAM (>) 


reulation ofany s sman’s weekly, 


Goes to wealthy recreationists. Write 


NEW YORK TRIBUNE (© ©). daily and Sun- 
A conservative, clean 


ELECTRICAL WORLD (QO). Established 1874. 
Cir. audited, 


can Advertisers, Av. weekly cir. during 1906 


was 18,827. McGRAW PUBLISHING COMPANY. 


PENNSYLVANIA. 
THE PRESS (© ©) is Philadelphia’s Great 


Home Newspaper. It is on tne Roll of Honor and 


has the Guarantee S 
three most desirable distinctions for any news- 


‘tar and the Gold Marks—the 


aper Sworn circulation of The vee Press, 


pi 
for 1906, 100,548; The Sunday Press, 137,863. 





THE PITTSBURG 
©® DISPATCH oe 


The newspaper that judicious advertisers 
always select first to cover the rich. pro- 
ductive. Pittsburg fieid. ‘nly two-cent 
morning paper assuring a prestige most 
profitable to advertisers. wargest home 
delivered circwation in Greater Pittsburg. 








Whoever mep- 





RHODE ISLAND. 
PROVIDENCE JOURNAL (QO ©), a conservative, 
enterprising newspaper without a single rival. 

SOUTH CAROLINA. 

THE STATE (©©), Columbia, 8. C. Highest 
quality, largest circulation in South Carolina. 

VIRGINIA. 

THE NORFOLK LANDMARK (@©) is the 
home paper of Norfolk, Va. That speaks volumes, 
WASHINGTON. 

THE POST INTELLIGENCER (© ©). Only 
morning paper in Seattle. Oldest in State, The 
biggest and best. Able, alert, always ahead. 

WISCONSIN. 

THE MILWAUKEE EVEN:NG WISCONSIN 
(©©), the only gold mark daily in Wisconsin. 
CANADA. 

THE FR¢E PRESS (© ©), London, Ont. Morn- 
ing, Noon, Evening. Circulation over 18,000 daily, 

HK BA“'FAX HERALD (© ©) and the EVEN- 











tions America’s —— mentions 


the New York HERALD fi 


T 
ING MAIL, Circulation 15.558, flat rate. 
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Printers’ [nx. 


A JOURNAL FOR ADVERTISERS, 


THE PRINTERS’ INK PUBLISHING 
COMPANY, Publishers. 


OFFICE: NO. ro SPRUCE ST., 
NEw YORK City. 
Telephone 4779 Beekman. 


President, KOBERT W. PALMER, 
10 Spruce St., New York City. 
Treasurer, GEORGE P. KOWELL, 
10 Spruce St., New York City. 
London Agent. F. W. Scars, 50-52 Ludgute Hill,E.C 


t= Issued every Wednesday. Subscription 
price, two dollars a year, one dollar for six 
months. On receipt of tive dollars four 
subscriptions, sent in at one time, will be put 
down for one year eich and a larger number 
at the same rate. Five cents a copy. Three 
dollars a hundred. Being printed from stereo- 
type plates, itis always possible to supply back 
numbers,if wanted in lots of 500 or more, but in 
all such cases the charge will be five doliars a 
hundred. 


ADVERTISING RATES 

Advertisements 20 cents a line, pear! measure 
4b lines to the inch ($3); 200 lines to the page ($40) 

Fer specitied position selec the adver- 
tisers, if granted, double price isdemanded. 

on time contracts the lust cory is repeated 
when new copy fails to come to hand one week 
in advance of day of publication 

Coztracts by the month, quarter or year, may 
be discontinued at the pleasure of the advertiser, 
and space used paid for pro rata. : 

wo lines il adverti t taken. Six 

words make a line. A 

Everything app aring as reading matter is in- 
serted free. : 

All advertisements must be handed in one 
week in advance. 








New York, Aug. 14, 1907. 








Your advertisement is your 
personal card; and your card is 
yourself. It is as essential that 
your advertisement be right as 
that your character, reputation, 
appearance and environment be 
correct. 


ADVERTISING is not onlv pub- 
licity, but is-a force which stim- 
ulates—really creates—consump- 
tion of product. A striking proof 
exists in the increase of trade by 
the advertising of monopolies 
which have no competition. 


Sounp advertising is always 
successful. If you don’t win suc- 
cess some detail is out of gear. 
The principle of publicity is all 
right and it is expedient for your 
use. If you avoid miss-cues in 
the application you are reason- 
ably sure to win out satisfac. 
torily. 


THE Waterville, Me., Sentine’, 
now in its fourth year, claims t) 
print at present in excess of 8,000 
copies daily. Only three papers 
in the state exceed this figure. 
Carroll J. Swan of Boston rep- 
resents the Sentinel in the for- 
eign field. 

A NUMBER of weeks ago a 
Paragraph appeared in PRINTERS’ 
INK regarding the advertising of 
the Monarch typewriter, which is 
placed by the Hampton Company 
It was stated that large orders 
had been sent out to newspapers 
together with requests that cer- 
tain reading notices be inserted 
gratis; and further that but one 
batch of copy had been mailed to 
apply on the big order, and that 
it might be a long time before all 
of the space would be used up. 

Ben B. Hampton assures the 
Little Schoolmaster that the item 
as printed is at absolute variance 
with the true facts of the case. 
PrinTERS’ INK is glad to hear 
that this is so, and regrets that 
the previous paragraph was given 
space in this paper. 

A Strenuous Mt. H. W. Dor- 
emus, of the H. 

Vacation. W.Doremus Ad. 
vertising Agency, 27 William 
street, New York, was painfully 
though not seriously injured ina 
series of accidents which oc- 
curred while on the way to join 
his family at Queen City Park, 
Vermont, recently. In a serious 
railroad accident which occurred 
on the Rutland railroad near 
Clarendon Flats, Mr. Doremus 
was thrown violently on the back 
of a car seat, landing on his ab- 
domen and sustaining a severe 
wrenching due to successive 
shocks in addition to a sprained 
right arm. On arriving at his 
destination early in the morning, 
Mr. Doremus stepped off an un- 
guarded and unlighted railroad 
platform, falling several feet and 
receiving a sprained left wrist. 
His fall was broken by a suit 
case. On account of the darkness 
he became bewildered in the dense 
woods, but finally reached a clear- 
ing, climbed a fence and fell 
down a precipitous bank into the 
roadway. 
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HOW ABOUT THE FARMER 
IN SUMMER. 


Many a general advertiser, 
wedded to a system of trade and 
publicity that is based entirely on 
city demand, stops his advertis- 
ing in June and rusticates until 
September. Ask him why, and 


he will tell you that people are 
spending during 


not 
days. 

it is quite likely that he is mis- 
taken in this. People may be 
spending a good deal more than 
he imagines right in his own 
consuming public. But assuming 
that. for the sake of the argu- 
ment, all the urban population in 
this country stopped buying’ June 
30 and refused to spend a dollar 
until September 1. That would 
certainly make business fright- 
fully dull. 

And yet, only in_ the cities. 
These contain a trifle less than 
one-third of our population, or 
30,000,000 persons. What about 
the other two-thirds that live in 
the country towns and on farms? 
How does _ so-called summer 
dullness affect this 60,000,000? 

It doesn’t affect them at all. A 
little study of the farmer’s finan- 
cial year shows that at precisely 
the season when city folks are 
away, ie has more money than 
at any other season. Crops begin 
to come in the Jatter part of 
June, and with them crop money. 
Harvest and sales of products 
continue as late as Thanksgiving. 
In July the farmer is paying off 
his mortgage, taking up his notes 
(if he has any in these opulent 
times), buying new machinery, 
clothes, musical instruments and 
furniture, and preparing to send 
his children to college. 

Few gemeral advertisers have 
yet learned the value of a cam- 
paign in the farm journals in 
June, July, August and Septem- 
ber. The harvester trust is active 
then in these mediums. The 
mail-order houses come out with 
new catalogues and special ad- 
vertising. A few—Oh, very few! 
—manufacturers of soaps and 
medicines know enough to talk 
to the prosperous farmer in the 
season of his fatness. But for 
the most part, general advertis- 
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ers—and even those who have 
learned to go after mail-order 
trade in general mediums—let 
the farmer and his publications 
severely alone, settling down 
sluggishly under the foolish be- 
lief that summer is a time to 
strike work altogether and cease 
to look for trade. 

In June, 1906, the farmer got 
the first of ,000,000 for his 
hay. In July he began selling 
$300,000,000 worth of oats and 
$450,000,000 worth of wheat. In 
August he began sending to mar- 
ket $640,000,000 worth of cotton, 
$55,000,000 worth of _ tobacco, 
$150,000,000 worth of potatoes. 
In September he still had his 
biggest crop to cut and sell— 
corN—eleven hundred million 
dollars worth of it. Barley, 
sugar beets, rice, flaxseed, rye, 
hops and live stock went to make 
up a total of nearly seven billion 
dollars. And he still had a plant 
left that was worth almost as 
much again. 

No manufacturer who refuses 
to experiment with the farmer 
through his own periodicals in 
the dog days has any right to re- 
peat foolish proverbs about 
“summer dullness.” From the 
time he receives the first of his hay 
money the farmer is in the mar- 
ket for every sort of commodity 
that can be brought to his atten- 
tion as a mail-order proposition 
or in the country stores. He can 
afford automobiles and pianos 
and porcelain bathtubs. He is 
in the market for clothes, books, 
food specialties. He will buy 
anything he wants, whether it 
costs five cents or five hundred 
dollars, and he has the price ata 
season when a good part of the 
city population hasn’t. Of him- 
self, at all seasons of the year, 
he is a tremendous buyer. But in 
the dog days especially he has 
the most money, and is precisely 
the economic factor in the buying 
public that can piece out trade 
when it most needs a patch. He 
is worth looking into. 


DurRING er ond June the 
Automobile printed 772 pages of 
advertising, ninety-two pages 
more than its nearest competitor. 
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W. F. Hampiin & CoMPANY. 
place the advertising for the 
Brighton Beach attractions. 


THE Warncke Company, 
Brooklyn, real estate, are asking 
rates from daily papers direct. 


THE New York Herald is 
using considerable space in Can- 
adian papers soliciting subscrip- 
tions. 


“Piper HEIDSEICK” copy is go- 
ing to a general list of daily pa- 
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Epwarp SHIVELL ADVERTI3ING 
AGENCY, Boston, is asking rates 


for classified advertising. 


THe H. Sumner Sternberg 
Advertising Service is placing 
copy for Kahn, Wertheimer & 
Company, New York City, with 
daily papers. 


THE advertisements of Packard 
automobiles “now appearing in 
New York City papers go out 
through the A. W. Erickson Ad. 
vertising Agency. 


pers through the Hampton Com- | 


pany. 
RENEWAL copy for Dr. Shef- 
field’s tooth powder is going to 
daily papers through the Morse 
International Agency. 


Tue Auto Car Company, Ard- 
more, Pennsylvania, anticipate 
using considerable space this fall 
beginning about October Ist. 


ADVERTISING for “Pepsi-Cola,” 
Newbern, South Carolina, is go- 
ing out to daily papers generally 
through the Hampton Company. 


FouRTEEN thousand line con- 
tracts are being made for the 
Askin-Marine Company by the 
L. C. Bartlett Advertising Ser- 
vice. 


ADVERTISING for the Marlin 
Firearms Company, New Haven, 
Connecticut, is being placed with 
farm papers by the Frank Pres- 
brey Agency, 


Tue “Inside Inn,” Jamestown 
is asking rates on four inch ads, 
three, five, seven and ten times, 
from daily papers in the middle 
west, direct. 


In spite of his recent loss in 
the Coney Island fire, George C. 
Tilyou has increased his adver- 
tising appropriation about fifty 
per cent for Steeplechase Park. 
W. F. Hamblin & Company place 
the business, 


Harr and fyll page space in 
magazines will be used this fall, 
starting in October, by W. F. 
Hamblin & Company, for the 
Universal Business Institute, 


New York City. 


THE advertising of S. Smith& 
Son, Ltd., English clock makers, 
and manufacturers of automo. 
bile accessories, is being placed 
by the A. W. Erickson Advertis. 
ing Agency, New York. 


ADVERTISING for the United 
States Fidelity & Guarantee 
Company, Baltimore, is going to 
daily papers in New York and 
New England States, through 
W. F. Hamblin & Company. 


THe Indian Black Vegetable 
Salve & Remedy Company, 
Brooklyn, are extending their 
advertising campaign by the use 
of space in papers throughout the 
West, placing business direct. 


W. F. Hamsrin & Company 
are handling the advertising for 
Stoddard, Gilbert & Company, 
New Haven, Connecticut, whole- 
sale grocers, and also place a por- 
tion of the Pillsbury flour busi- 
ness, 

Jas. H. Cortins, of the Little 
Schoolmaster’s staff, sailed for 
London on the ‘ ‘Campania” Aug- 
ust 10, to make an investigation 
of British advertising and pub- 
lishing methods for Printers’ 
INK, 
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On July 27 the Galveston, 
Texas, Tribune contained twelve 
columns of classified, which is 
“soing some” in a town no 
larger than Galveston. 

A NovEL wall-hanger has been 
issued by Grit, Williamsport, Pa. 
On one side it sets forth the 
merits of the publication as an 
advertising medium, and on the 
other side are the trademarks 
and well-known illustrations of 
advertisements which have made 
good in Grit, There is a multi- 
tude of these, arranged in close 
formation. 


Tue Richmond Advertising 
Agency, Richmond, Va., has se- 
cured the entire appropriation of 
the Southern Manufacturing 
Company, makers of “Good 
Luck” Baking Powder. This 
company has the largest baking 
powder business in the world, 
shipping from Richmond in car- 
loads and in some cases train- 
loads. 


Tue Barrett Manufacturing 
Company, makers of ‘“Tarvia’— 
the dust layer—have had prepar- 
ed a booklet to advertise their 
product by the A. W. Erickson 
Advertising Agency. The un- 
usual feature of the booklet lies 
in its illustrations, which occupy 
alternate pages .and extend to the 
extreme edges of the page. This 
allows the use of larger photo- 
graphs, which is important in the 
booklet in question. 

Wilson H. Moore, 

W. H. Moore proprietor of the 

a Suicide. jargest —newspa- 
per subscription agency inthe 
United States, died in the Can- 
adian Lake region the last week 
in July, as the result of a self- 
inflicted bullet wound. He had 
been ill for a long time, and on 
July 29 went to Canada, accom- 
panied by a doctor and _ two 
nurses, 

Mr. Moore was_ forty-seven 
years old, and had been engaged 
in the newspaper and magazine 
subscription business in Brock- 
port, N. Y., for twenty-five years. 
He is survived by a wife and two 
children. 


Paper is paper, type is type, 
pictures are pictures, and words 
are words, 

There is nothing new about 
any of them, and out of these 
time-worn -materials you must 
build your advertising matter. 
This is true of every branch and 
department of advertising—there- 
fore when a man refuses to send 
out a series of mail matter to 
prospective customers because 
“That kind of thing has been 
worked to death,” he is talking 
nonsense, for, every conceivable 
form of advertising has _ seen 
equally long and hard service. 


There is no branch of publicity 
work which yields such direct, 
satisfactory and profitable returns 
as a series of mail matter issued 
regularly and persistently to a 
list of live prospects. 


I have been very actively en- 
gaged in producing and _ issuing 
matter of this kind for quite a 
number of years, and I find that, 
far from being a back number, 
the results which it yields to-day 
are better and more continuously 
profitable than ever before. Itis 
simply a question of applying the 
principles of good salesmanship 
in new, interesting and forcible 
ways, and I find it pays to devote 
a considerable portion of my 
time to the study of the trade in- 
troduction and sales problems of 
the manufacturer, and the origin- 
ating of the sort of advertising 
methods and material which will 
interest the dealer in a line of 
goods and induce him to stock 
them. 


Would you like to find some 
new way of doing an old but 
mighty profitable thing ? If so, 
write me about it. 


GEORGE ETHRIDGE, 


The Ethridge Company, 
New York, 


41 Union Square, 
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EXPECTANCY IN ADVER- 
TISING. 


The more one thinks of the 
matter, the more easy it is tosee 
that the art of advertising de- 
pends, for its eminent success, 
upon a large understanding of 
human nature. Not even diplo- 
macy, which makes it a consum- 
mate art to persuade, has more 
need of such knowledge. If the 
advertiser works without it, he 
either works in vain, or is liable 
to shoot wide of his mark. 

Now, a fundamental principle 
in human nature is, that all mor- 
tals are living in expectation of 
some good thing—either pretty 
near at hand, or in the not far 
off future. Men, in other words 
—and women too—are naturally 
optimists. They may be in per- 
petual trouble; everything may 
seem to go wrong; but, underly- 
ing all this confusion, there is a 
hope, never quenched, of better 
things coming. 

This abiding fact makes it easy 
for the public to believe any 
good story that is told about 
anything —- particularly about 


something that the reader of the 
story has been longing for, and 
which is presented in an attrac. 


tive and plausible manner. The 
article we will say remedies a 
crying evil, or it answers the 
call for a certain pleasure or ad- 
vantage. There being no pri- 
mary or essential improbability 
in what the advertisement offers, 
and the story being well told 
which exalts the article, the peo- 
ple who are informed of it, and 
what it will do, are made ready 
buyers. 

Of course, if it is a failure, 
with no partial good in it, then 
the best advertising of it will not 
long avail. For the public does 
eventually find out the good 
things and the bad, and will not 
long endure a fraud or a sham. 
But if the advertiser satisfies the 
expectancy, in any moderate way 
even, which he has warmed up 
by his glowing phrases, he will 
find paying results from such a 
story. 

Among the classes of things 
that illustrate what I mean is the 
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small patent which offers help, or 
relief icom something. and 1t is 
a well known maxim that the 
small patents are often more 
popular and paying than the large 
ones. The ball with a:string on 
it; children’s blocks; and the 
copper toe for shoes—the - latter 
not seen much of late, for a rea- 
son I cannot explain—filled, each 
of them at one time, a sort of 
latent want that made them, [ 
believe, exceedingly profitable. 

Some witty writer said the 
other day that the highest sum- 
mit of faith is illustrated by the 
man who buys a_hair-restorer 
from a _bald-headed druggist. 
But this is sometimes done, And 
the reason is, the buyer actually 
wants his hair restored; he sees 
no reason why something may 
not do it; and he is not going 
to give up his wish and attempt, 
because the druggist, through 
neglect or altruism for others, 
or owing to too much business, 
has been unable to try his own 
remedy. 

It is in the proprietary field, 
especially, that expectancy pre- 
vails. The wish and will to get 
well are simply addressed and 
need no supernatural sanction or 
propulsive cult. They have al- 
ways existed, and belong to the 
entirely natural order of things. 
It is a knowledge of this that 
gives the advertiser of any cure- 
all, or remedy, his great chance. 
By giving them, as a foreground, 
a learned account of the symp- 
toms of the disease he promises 
to drive away—or a thesis so 
deep and mysterious that it seems 
magnificent—the sequel advising 
the use of a certain Universal 
Catholicon follows easily and is 
to the exact point. 

Very likely there is good inthe 
remedy. It may not be so magic- 
ally and wonderfully valuable 
as it is represented to be; and 
yet it may serve very well, help 
the patient somewhat, and_ re- 
ward the skillful advertiser of it. 
But it is the high expectancy of 
the purchasers that furnished the 
basis which gave the advertising 
its hold and power. Not to dis- 
appoint this hope is to win in all 
the fields of publicity. 
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THE AUGUST MAGAZINES. 

The advertiser “and agent who 
sit in a chair day after day, 
listening to the arguments put 
forward by different magazines 
in soliciting business, are im- 
pressed with one characteristic 
of the magazine publisher's mind 
that is in striking contrast to the 
newspaper publisher's. Quantity 
and completeness of circulation 
constitute the newspaper publish- 
ers strong argument, and he 
backs it up by demonstrating the 
importance and prosperity of his 
community. But the magazine 
publisher has no community, nor 
can he claim to cover the whole 
nation very thickly. So his argu- 
ments seem to turn naturally on 
some peculiarity of clientele. The 


ADVERTISING INLEADING MONTHLY 
MAGAZINES FOR AUGUST. 
(Exclusive of Publishers’ own advertising.) 

Pages Ag. Lines 
America 





Country Life in 
255579 
23,140 
22,286 
21,117 
20,836 
20,686 
19,984 
19,576 
19,275 
18,895 
17,296 
15,620 
15,418 
13.398 
12,023 
11,158 
10,800 


Review of Reviews 
McClure’s ..... 
Harper’s Monthly......... 


Everybody's . 

Sunset . aes 
Pacific Monthly. 

C osmopolitan. . 
Munsey’s.... 
Scribner’s..... 
American Magazi. “e 

Century 

Outing Magazine.. 

World’s Work.. 
Good Housekeeping. 


Woman’s Home Com- 
panion (cols,)......- eee 
American Homes ard war- 
ENS (6018. );\..0c000%0008 
Ladies’ Home Journal 
Qi srerpcse ses 4° ; 
Yachting (cols.) .. 
Suburban Life (cols.) 
Field and Stream......... 
World To-Day..... 
Out West (July).. 
Success (cols.).. 
House and Garden “(cols. os 
Metropolitan. . 
Garden Magazine (cols.).. 
Red Book....-- 
Recreation (cols.).........+ 
Ainslee’s ...... pond Sie 
Lippincott’s 7:705 
Delineator (cols.). 75584 
Pearson’s . 8 7555 
Housekeeper (cols.) . 7:259 
Home Magazine (cols.).. 6,765 
Ladies’ World (cols.) ... 6,759 
Technical World Maga- 
zine 6,681 
6.566 


10,800 
10,738 


10,400 
10,080 
95744 
9,730 
9,200 
9,632 
8,593 
8,583 
8,398 
8,247 
8,035 
8,030 
7,985 


Gunter’s Magazine... 
Popular Magazine... 
Current Literature 


M4 


‘THE MAGAZINE OF BUSINESS 

















_ The growth of SYSTE}.?3 September Annuals 
is typical of the growth of the magazine itself, 
September, 1901— 23 pages 

rh 1902— 2% * 

~ 1908— 35 ‘ 

nid 1904—160  * 

ne 1905—163 * 

s 1916-210 “* 

“ 1967— 

A cain so remarkable as this is only possible 
when udvertisers are entirely satisfied with re- 
sults. SYSTEM’S September Annualis more than 
. on pare has come to be regarded as 
jiterature—a staple, 
standard, rmanent text book of business that 
is looked forward to by nearly every great con- 
cern and individual interested in business ideas. 
it is studied, consulted, and kept for months not 
only by SYSTEM'S reguler clientele—tire 300,000 

regular reuders—but it is placed in the hends of 
a ee of new and special buyers. For it is 
exploited to every concernin Dun and B-adstreet 
with a rating worthy of substantial credit. 

Last advertisin’: forms for September SYSTEM 
of 1907 will not go Lo press until August 2Cth. 


BMI 


THE MAGAZINE OF BUSINESS 
See a Re 























Pages Ag. Lines 

Van Norden Magazine.... 5,852 
Argosy 5,824 
Broadway Magazine 5,544 
Designer (cols.)... 5,528 
Etude (cols.) . 5,464 
World’s Events (cols.).... 5,458 
Harper’s Bazar.......... 55335 
Travel Magazine (cols.).. 
Wide World Magazine... ar 
Circle (cols.) 
New Idea Woman’s Maga- 

zine (cols.)....+- 
Spare Moments 

cols.).... 
Strand. 
Theatre Magazine (cols. is 4 
American Boy (cols.).... 
All-Story Magazine...... 
Modern Priscilla anc 
Musician (cols.) . nsieg 
BiG BOOK is ccsccesceccads 
NE tt 6650.5, ceis0 5,0 
McCall’s Magazine (cols.). 
Appleton’s Magazine 
Home Needlework Maga- 


‘July 


zine. 
Star Monthly (cols.).. 
Bookman.....+2 sccccce.. 


New England | ‘arazine... 
Transatlantic Tales...... 
Human Life (cols.)........ 
Putnam’s Monthly. 

St, Nicholas....,.0..+. ase 
Scrap Book é 
Benziger’s Magazine (cols.) 
Railroad Man’s Magazine 
Business Philosopher...... 
Philistine ..... 
Qcean...... 
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Week ending July 6: 


Cols. 


Independent (pages)...... 


Se eee 
Saturday Evening Post... 
Churchman 
Literary Digest.......... 
Outlook (pages).......... 
Christian Endeavor World 
Vogue - veces 
Leslie’s Weekly 
Scientific American 
Christian Herald 
Associated Sunday Maga- 
zine 

Week ending July 13: 
Collier’s 
Outlook (pages) 
Saturday ‘Evening Post... 
Literary Digest 
Vogue si. 
Independent (pages)... . 
Christian Herald 


Leslie’s Weekly 
Christian Endeavor World 
Associated Sunday Maga- 


Week ending July 20: 


Collier's 

Saturday Evening Post .. 
Leslie’s Weekly 

Life 

Churchman, . ...c.eees.. 
Outlook (pages) 

Literary Digest 
Independent (pages) 
Christian Endeavor World 
Christian Herald..... cane 
Scientific American 
Associated Sunday Maga- 


Week ending July 27: 
Outlook (pages)... . 
COTE Bavcrevisocsice 
Literary Digest 
Saturday Evening Post... 
Life 


Independent (pages)...... 
Scientific American 
Christian Endeavor World 
Associated Sunday Maga- 
zine os 
Leslie’s Weekly 
Totals for July : 


CE Be vives acennvcsves 
Saturday Evening Post... 


Literary Digest 

Independent. .... 

Churchman 

Leslie’s Weekly 

Christian Endeavor World 

Christian Herald. 

Scientific American 

Associated Sunday Maga- 
zine 
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ADVERTISING IN LEADING WEEKLY 
MAGAZINES FOR JULY. 


(Exclusive of Publishers’ own advertising.) 


Ag. Lines 


9,460 
8,270 


15,484 
7,422 
6,363 
5,105 
3,488 
2,699 
2,612 
2,302 
2,240 
2,075 
1,679 


1,517 
1,299 


29,427 
29,212 
21,980 
21,367 
19,488 
18,643 
174917 
15,091 
‘12,489 
10,799 

9,990 
95763 

7,626 


newspaper publisher can 
people as_ people, 
human beings. But 
zine man seems to consider it 
important to show that he 
reaches an especially prosperous, 
or discriminating, or fashionable, 
or intelligent, or busy class of 
people that no other publication 
reaches, This is the case even 
with magazines of wholly general 
character. And in his efforts to 
make such points the magazine 
man frequently does his cause a 
good deal of damage. 
* ** * 


regerd 
readers as 
the maga. 


Just a few months ago, for in- 
stance, a solicitor for one of the 
leading twenty-five-cent maga- 
zines went to an agency to solicit 
a contract for the advertising of 
a client who is marketing a ten- 
cent food specialty. About the 
only mediums available for this 
commodity are those reaching the 
plain people, and a whole lot of 
them. So the | solicitor talked 
about the popular nature of his 
magazine, and succeeded in per- 
suading the agent that, though it 
sold for twenty-five cents a copy, 
it was really a ten-center, and 
that the ideas some people had 
about its aloofness and exclusive- 
ness were all wrong. He made 
his point, got his contract, and 
went away happy. Two. weeks 
later this same agency was plac- 
ing business for another client, 
but in this case the commodity 
differed greatly from the _ first. 
Instead of a canned food that 
everybody eats, it was a costly 
device appealing to persons who 
are building a home, and rather 
a costly home at that. Obviously 
a class circulation was wanted. 
The same solicitor called on the 
agent again and began talking 
about the striking class qualities 
of his medium. He had’ for- 
gotten his food arguments. But 
the agent hadn't, and had them 
so clearly in mind that he re- 
fused to give out a contract on 
this new business because the 
solicitor had demonstrated two 
weeks before the “popular” na- 
ture of his circulation. As a‘ mat- 
ter of fact, the magazine in ques- 
tion would have been ‘better for 
the second account than for the 
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food specialty. But it didn’t get when it comes to “try out” cam- 
it. paigns is equally good for a five- 
6 oa m cent mail novelty and a large in- 
The magazine men spend much vestment security. It is good be- 
money and time, and bring many cause it reaches more readers 
shrewd arguments to demon- than any other general magazine 
strate to the advertiser and agen- in the country. It reaches peo- 
cy that their circulations are ple, and the people do the rest. 
specialized. But even the highly Just at this particular time it 
specialized magazine seeks gen- would probably pay all magazine 
eral business, while the widely men to abandon special argu- 
circulated general magazine is ments and class statistics, and 
often excellent for certain special devote a little attention to people 
purposes. Magazine publishers, as human beings. 
advertising managers and solicit- : ——— 
ors have evidently worked away MAGAZINE NOTES. 
from the fact that readers: are While Spare Moments, of Rochester, 
readers, and people are people. has raised its subscription price to 
They split hairs in the endeavor fifty cents a year, the newsstand price 
to show that there are reasons ‘mains at five cents a copy. 


why their magazine is more Life has sold this year more than 
s 430,000 copies of reprints of pictures 


thoroughly read than pd = un wat a he cn 
whereas, everything in the shape through newsdealers, picture shops and 
of reading matter that is manu- direct. 

factured and sent out into the Hereafter, Human Life will appear 
one person earlier in the month instead of on the 


world is read. If ~~ a. pre a 
eo - P 10971 rst or later. Advertising rates wi 

doesn't cate sell read d no EM be raised from fifty cents to one dol- 

he throws it ye wy “ey ody jar January 1. 

else gets hold of it, an . goes With the August issue the news- 

from hand to hand until worn gtand price of Transatlantic Tales is 


out. When a magazine publisher reduced from twenty-five cents to 
: fifteen. No reduction is made in the 


guarantees the integrity of his Seen. it mates 
advertisers, that represents a ‘ ji f 
definite point of difference inad- ag = Krugler has been sept 
RRO fal But it doesn’t sole a vertising representative in New 
vertising value, ut 1 York City of Spare Moments, Roches- 


represent any essential difference ter, with offices at 150 Nassau street. 
; He will also cover Philadelphia and 


in kind of readers. There are jf; aa 
Sante : h erritory south of the metropolis. The 
really few sharp contrasts in the New England advertising is in charge 
reading public. The ten-cent of S. L. Harrell. 

story magazines are piled as high The Metropolitan Magazine has 


in costly hotels as in the factory made a gain in cash advertising for 
district or higher. Even the the month of August, ’o07, over the 
corresponding month last year of 


blue-blooded thirty-five-cent thirty-seven. per cent and an average 
magazines eventually get into monthly gain for the past four months 


»  sneiheun’ : (May, June, July and August) of 
the janitor’s hands, and if he thirty-two and one-half per cent. 


doesn't understand the weighty j ‘ 
ethical articles, all the more rea- , The World’s Events Magazine has 
| h howld ¢ to th been moved from Dansville, N. Y., to 

son why he shou urn € Dayton, Ohio, giving a more central 
ads. People are just people, and location geographically, with better 
reading magazines makes them mailing and shipping facilities. No 
diff All & pier change in ownership or management is 

no different. ave funda- involved. The magazine has a New 
mental desires and ambitions. York office at 150 Nassau street, and 
Some have more money than 2 Chicago office in the Marquette 


others, but even here the con- a ? 
The publishers of System announce 


trasts are not as sharp as is as- a new monthly magazine that has been 
sumed. It may often be advis- in preparation for some time. It will 
able for the advertiser to appeal be called Factory, and while taking 


to a small audience instead of a nothing from the established plan of 
System, is to deal with factory work, 


large one. And _ yet he can find problems and management more spe- 
small, select: audiences among the cifically. The size is to be nine and 
popular-price magazines as_ well 8... att. 7g jana hy og 
is the high-price. The acknowl- joa; The first’ issue will appear in 


edged leader among magazines November. 
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WiTh ENGLISH ADVER- 
TISERS. 


The _ great naaeabbatie sensa- 
tion of the last week here has 
been what the English newspa- 
per contents bills called “lhe 
Soap Libel Action,’ and though 
this only indirectly touches ad- 
vertising there are many points 
in connection with it that can 
fitly find a place in the columns 
of Printers’ INK. It is probably 
unnecessary to say that one of 
the biggest soap businesses in the 
United Kingdom is that known 
indifferently as the Sunlight busi- 
ness, or that of Lever Brothers, 
Ltd., as both terms are equally 
intelligible to the man in_ the 
street. The rise of the business 
has been a modern business 
romance, so that what was a few 
years ago comparatively a small 
firm in Warrington with an out- 
put of twenty tons of soap per 
week has now become a tremen- 
dous business at Port Sunlight, 
producing 3,000 tons of soap a 
week, paying £250,000 a year in 
wages, and having a capital of 
£6,co0,000. Incidentally it may 
be mentioned that the ‘total ad- 
vertising expenditure of Levers 
has been £2,00000c0 of which half 
a anita has gone to the press. 

‘verything went on brilliantly 
ee: years, but in July of last year 
a famine in soap-making mate- 
rials occurred, and during the 
next month at a meeting of the 
Glycerine Makers’ Association at 
which Mr. Lever and represen- 
tatives of other leading firms 
were present, the question of a 
mutual working agreement was 
opened up. To quote Mr. Lever’s 
own woras, “I told them the 
condition of the soap trade had 
altered so very much during the 
last twenty years that matters 
could not now be adjusted be- 
tween one maker and another on 
the lines under which the North- 
ern Soap Makers’ Association 
had been so used in the past. I 
asked them if it would not be 
better, so that this insane, fren- 
zied competition we were indulg- 
ing in could be reduced. With 
the. old prices of raw material the 
margin on soap allowed of a 
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deal of advertising, — that 
was taken advantage of by a 
great many firms. I suggested 
we should come together ani by 
an exchange of shares in each 
other's companies effect an ar. 
rangement by which | Strife and 
jealousy should cease.’ 
Such was-the genesis 
famous soap combine, about 
which a tremendous amouni of 
interest on the part of the public 
at once sprang up. One _ other 
point ought not to be omitted, 
While public feeling was excited 
at the idea of a combine, the 
weight of the three-penny bar of 
Sunlight Soap which for years 
had been 16.0z. was reduced to 
I5 oz. and a _ notice of. this 
appeared on the carton. This re- 
duction in weight was made to 
meet the increase in cost of raw 
material, and the way in which 
it was arrived at was explained 
by Mr. Lever’s leading counsel, 
Sir Edward Carson, K.C.\.P. 
“When in 1906 the price of raw 
materials had risen to the equiva- 
lent of £3 per ton of soap it 


great 


of the 


would have been unfair to charge 


the consumer 3!4d., because that 
would have meant taking £7-5-0 
per ton from him. Mr. Lever 
decided to divide the extra cost 
of £3 per ton between the retail- 
er, who was to pay more, and the 
consumer who would get in his 
carton a bar of soap _Weighi ing 
15 oz. instead of 16 oz.’ 

As already stated there was a 
great amount of interest taken in 
the movement, and the more so 
because British people have a 
more or less reasonable dislike 
for, and suspicion of, trade com- 
bi nations and they imagined that 
in this big soap combine _ they 
scented the danger of a “Trust.” 
Most of the leading firms were in 
the combine though as _ regards 
one of the principal no arrange- 
ment was come to owing to too 
arge a sum being demanded. 
The Daily Mail together with the 
Evening News, and the Daily 
Mirror, which are all more or 
less closely related, made thet- 
selves conspicuous by the viru- 
lence with which they attacked 
the soap combine. It was not 
simply a matter of criticism: or 
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i | : ‘ 
of” that omment but of the most bitter tions of a secret agreement con- 
su Y 4 Bbuse, the publication of the most tinued. Mr. Lever’s comment 

S8«sted cartoons, the imputa- on the matter was, “I was abso- 


r and by bffensive ; ; 1 he 
in each upon ot the vilest motives, and the lutely tricked out of that letter. 
- an or publication of letters which it On both sides there was an 

“™ BByould be mild to call libellous. enormous array of the most emi- 


r 2 * 
=e Perhaps the culmination of the nent counsel of the English Bar, 
of the ettack was found in a letter pub- and on both sides the best was 
sie ished in_ the Evening News done for their respective clients, 
fount of eaded, “Soap Juggling” and the but the most piquant incidents 
e public pete Was in the following terms: occurred when Mr. Lever him- 
e other ‘Sir—I am a tradesmaninasmall self went into the box. Mr. 
omitted vay, and I am thinking of trying Rufus Isaacs, K.C.M.P., _ the 
hort-weight Lever dodges just leading counsel for the Daily 


‘Saag ake e . There is my Mail, wanted to know why the 
bar of Mand. ; , 1_have cut notice on the cartons in regard 
eee ix inches off that. Then my to a reduction in weight was not 

7 "TS Bicales; I have stuck a lump of put “in a prominent place where 


7 a putty below the end I weigh soap everyone could see it,” to which 
Chis re. (goto, I made a mistake, not the reply was, “I am_ perfectly 
ade to [ysoaP, cheese. Then I am getting certain that wherever we put it 
of ray [ye false bottom put in my gallon it would not have pleased you.’ 

: measure.” This letter was signed Mr, Isaacs in referring to the 


Pree “Would-be M.P.” obviously _in- profits made by Messrs. Levers, 
ounsel tended as a direct insult to Mr. Ltd., in 1905, said, “Let me sug- 
CMP Lever who had been returned to gest that the profit was £367,000,” 
a caw Parliament at the to which the answer was given: 
~quiva general election. Unfortunately “I should think it would be. 

Sear for the defendants they were un- could make a larger percentage 


ell able to supply the name of the on my capital when I was a 
e that writer and they stated the letter grocer.” It was then urged, 
iy cs came in anonymously and they “You did not then make a profit 
Ai had then used it, though by a of £367,000,” to which the prompt 


apie curious coincidence another let- retort was, “I had not six mil- 
retail. fee tet, Paying a tribute to Mr. Lever lions capital then.” At another 
ad the fully authenticated by name and point Mr. Lever observed a 
n_ his address was refused publicity. grocer is a reasonable man to 
ghin The same thing was true of all which Mr. Isaacs responded, “I 
ng similar communications, am glad to hear you say that,” 
B. For weeks this campaign was which was instantly parried by 
vas @ <i waged against the soap combine, the remark, “Yes, I have been 
“9 o and at last it was found neces- one myself.” 
— sary to drop the idea of the The case continued for two 
slike working agreement and things days, but on the morning of the 
ang returned to their former condi- third rumors got about that the 
that tion, though as a matter of fact, defendants would agree to with- 
shane the attacks did not cease, it being draw every imputation, make 
ace” insinuated that the abandonment ample apology, and pay heavy 
he te was a trick, subterfuge or blind damages. It is not necessary to 
dk and that behind it all was a repeat all that was said by Mr. 
nad. secret understanding of some Isaacs, but the point is found in 
vit kind. ; : _ the following words: “He hoped 
ded _ Mr, Lever complained in giv- he had made it plain but in order 
the ing his evidence that after the that there should be no misap- 
wily combination negotiations had prehension he repeated that the 
“ been completely abandoned a withdrawal was made without 
ie partner in Harmsworth’s de- any reservation and he deeply re- 
vue manded an autograph letter from gretted that the imputations 1) 
ked him stating that there was no should have been made.” Plain- 
nd secret understanding. He wrote tiff’s counsel, Sir Edward Car- 
such a letter, it appeared in the son, took the ground that no 


* Daily Mail, but still the sugges- apology, withdrawal, or anything 


Re 
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of that kind was sufficient com- 
pensation for such gross _libels 
and the mischief which had been 
done to the company—who de- 
manded £50,000 as damages, This 
was consented to, together with 
costs, and considering that the 
chief counsel on each side were 
stated to have had a_ thousand 
guineas marked on their brief 
(with two hundred and _ fifty 
guineas a day as a refresher), 
and that the other counsel en- 
gaged were remunerated on the 
same ample scale, it will be seen 
that the costs were pretty heavy. 
The Judge made some rather 
strong remarks in closing the 
case and thus ended the case in 
which the highest damages for 
libel ever given in an English 
court were awarded. 

One of the chief points of in- 
terest in connection with the 


whole of this matter is that it had 
to do with the newer newspaper 
methods that have been adopted 
here during the last few years 
and which are commonly known 


as yellow press methods, It is 
quite true that the English news- 
paper a few years ago was too 
terribly respectable, not to say 
too dull, for anything, but this 
case is an illustration of the fact 
that it is possible to be too smart, 
too picturesque and too  sensa- 
tional, having regard to the law 
of libel. 

It has been interesting to trace 
the influence not only of the 
newer journalistic methods in re- 
gard to editorial matter but also 
in connection with advertising on 
this side. A revolution has taken 
place here, and that in the course 
of a very few years, so that the 
dull, decorous, generalities that 
formerly distinguished the Eng- 
lish advertisement, is rapidly giv- 
ing way to smart, terse, con. 
vincing wording, forceful head- 
lines, and a general vivacity, vim 
and go. It is a fatal blunder for 
the advertisement in a_publica- 
tion to be the dullest thing in it, 
and if the readers refuse to read 
the news unless it is brightly pre- 
sented, it is certain they will not 
read advertisements which fail to 
arrest their attention and capture 
their imagination. 

F, W. Sears. 


PRINTERS’ INK. 


TO ADVERTISE THE STATE op 
WASHINGTON. 
SEATTLE, Wash., July 18, 
Editor of Printers’ INK: 

Dear Sir—The Seattle Real Estate 
Association has been considering th. 
question of conducting a prize photo. 
graphic contest for the purpose of ¢. 
curing a large number of views of the 
natural scenery, industries and_ buili. 
ings in the State of Washington. (yr 
idea has been to offer these gratyj. 
tously to the eastern magazines to; 
puvlication, either with articles to le 
furnished by the magazines, or with 
articles which. we can furnish by local 
men of prominence, including oy; 
Representatives in Congress and high 
State and city (officials, 

It seems to be the ambition of prac. 
tically every man, woman and chili 
east of the Mississippi to visit Califor. 
nia, the reason. principally being that 
the Southern Pacific has beamed Cali. 
fornia as a tourist resort. The Great 
Northern and Northern Pacific rail. 
roads have worked for freight, almost 
entirely overlooking the tourist trade, 
so that the public is uninformed as to 
the great natural beauty and_ remark. 
able climatic conditions to be found in 
the State of Washington. 

We feel that by directing the atten. 
tion of the reading public to the 
Northwest the magazines of the East 
may of great service to their read- 
ers and this Association will be very 
glad to spend its money in_ securing 
views if we receive assurance _ that 
they will be used. 

Yours very truly, 

SEATTLE REAL Estate ASSOCIATION, 

R. C. Erskine, Secretary. 


1907, 


LUCKY LANSING, 
LanstncG, Mich., July 30, 1907. 
Editor of Printers’ INK: 

Replying to your proposition of the 
26th inst. in which you suggest that 
some one connected with our paper 
secure subscribers for PRINTERS’ Ink 
among the merchants of our town, 
will say that the proposition would be 
all right if we had any one who had 
the time to do this work, and if con- 
ditions in our city were different. The 
Lansing merchants are liberal users of 
newspaper space, and as a rule they 
advertise the year around through the 
dull and busy seasons alike. If it were 
a hard matter to induce our local mer- 
chants to use our paper, we would cer- 
tainly consider your proposition very 
carefully, and further than that we 
would be inclined to furnish them at 
our expense a subscription to PriNT- 
ERS’ INK, but under the existing con- 
ditions, we are not warranted in ac 
cepting your proposition. 

Yours very truly, 
Tue “State REPUBLICAN,” 
H. J; Baker, Adv. Mer. 
ed 


QUERY. 
360 East Erie Street, 
CHICAGO, 
Editor of Printers’ INK: 

Can you inform me where I can 
secure a handbook on engravings, cuts, 
pen and ink work, etc., for use in a 
preparation? Sincerely yours, 
CLARK, 


Ill, 
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PRINTERS’ INK. 


MR. PUBLISHER: 


U SHOULD HAVE RECEIVED $—? 
N GENERAL AND MAIL ORDER 
ADVERTISING LAST YEAR 


—_—_— 


HOW MUCH DID YOU GET? 


Experts estimate that more than 
ne hundred millions of dollars 
yas spent in general and mail 
rder advertising last year— 
Here’s the way they figure— 
Twenty millions of dollars worth 
f business was placed by the seven 
eading and largest agencies— 
While the remaining eighty 
millions were placed by the other 
fve hundred and forty ‘agencies 
or an average of one hundred and 
orty thousand dollars each 
ngency) and certain large adver- 
isers who place their advertising 
lirect— 

We believe this is a reason- 
able and conservative estimate— 


Altogether some five thousand 
advertisers signed the checks for 
hisone hundred millions of dollars. 

Now, let’s analyse these figures, 
Mr. Publisher—let’s sée what they 


mean— 

The present population of this 
country is in the neighborhood of 
eighty-five millions. 

Therefore on this basis of pop- 
ulation $1.16 was spent on each 
individual in this country in gen- 
eral and mail order advertising 
(known as foreign advertising) in 
the last year. 

This amount $1.16 per capita 
was distributed among subscribers 
of all newspapers, magazines, 
periodicals, etc. 

The newspaper of one thou- 
sand circulation should have re- 
ceived $1160. As the rate in 
such publication is about 4c per 
inch and as there are approximate~ 
ly 147 inches to the page and as 
therefore the cost of a page in 
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such publication is approximately 
$5.88, it should have received 197 
pages of general and mail order 
advertising in the last year. 

The publication of five thousand 
circulation should have received 
$5,800 worth of this advertising. 
At arate of 12c per inch—147 
inches to the page, $1,746 per page 
—this ($5,800) amount would pay 
for 328 pages. 

The publication of ten thou- 
sand circulation should have re- 
ceived $11,600 worth of this 
advertising at a rate of 20c per 
inch—147 inches to the page, $29.40 
per page—amounts to 394 pages. 

The publication of twénty-five 
thousand should have received 
$29,000 worth of this advertis- 
ing. At 50c per inch—147 inches 
to the page or $73.50 per page— 
this means 394 pages. 

The publication of fifty thousand 
circulation should have received 
$58,000 worth of the business 
or at 95 cents per inch—147 inches 
to the page, $139.65 per page—415 
pages. 

The publication of three hun- 
dred thousand circulation should 
have received $348,000 worth of 
this business at $5.00 per inch—-147 
inches to page, $735 per page— 
470 pages. 

The publication of five hundred 
thousand circulation should have 
received $580,000—at the rate of 
$450 per page or 1,288 pages for 12 
months—107 pages per month. 

And the publication of one 
million circulation should have 
received $1,160,000 worth of this 
business—at $4,000 per page, or 
290 pages for 12 months, or 24 
pages per issue. : 

Now, the question is, Mr. Pub- 
lisher, did you receive your share? 

Or did certain publishers who 
did not have as large or as legiti- 
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mate a circulation as you have, 
secure their own share and some of 
yours in addition? 

You can easily find out—just go 
over your books. 

If you find you haven’t received 
all you should have, do you know 
whose fault it is? 

The Advertiser’s? 

No. 

For the Advertiser is too 
anxious to obtain Legitimate Cir- 
culation. 

You see advertising’s an invest- 
ment with the Advertiser—the 
more legitimate the circulation he 
buys the more returns he secures— 
the better his advertising pays. 

Well, then, is it the Advertising 
Agency’s fault? 

No, again. 

For the Advertising Agency’s 
interests are too closely affiliated 
with those of the Advertiser’s. 

Well, then, whose fault is it? 


It’s all yours, Mr. Publisher. 

You simply haven’t sufficiently 
impressed on the Advertiser and 
the Advertising Agency the fact 
that you have so much legitimate 


circulation in which they can 
invest their money. 

While the other fellow who has 
your share in addition to his own 
has done so—to his advantage and 
your loss. 

Better get busy, Mr. Publisher. 

Better start right away telling 
the Advertiser and the Advertis- 
ing Agency all about your cir- 
culation. 

The best way is by means of any 
of the reliable guides to circula- 
tion that are consulted by the Ad- 
vertisers and the Advertising 
Agencies. 

There are few such publications 
that are thoroughly trustworthy. 

One of the most reliable and 
most responsible is the Mahin 
Advertising Data Book. 

This publication is in its eighth 
year—it isn’t a theory. 

The five thousand advertisers 


\ 


PRINTERS’ INK, 


who spent one hundred millions 
in Advertising last year nearly all 
subscribe to the Mahin Advertising 
Data Book. 


They think so much of it as 4 
source of reliable advertising infor. 
mation that they pay $2.00 a year 
for it—and keep it in their vest 
pocket for constant reference. 

You get your message to Head- 
quarters when you put it in the 
Data Book. 

You’ll get returns from your 
message in that publication too, 

A religious publishing house 
took two pages in the Mahin 
Advertising Data Book and 
secured business amounting to 
over $4,000 from two Advertisers 
who had never used their publica- 
tion before. 

A mail order publication used 
two pages in the Mahin Adver- 
tising Data Book and secured an 
order from a new Advertiser for 
over $1500, and then referred the 
Advertiser to a certain Advertising 
agency to develop. 

This Advertiser was created 
by the Data Book and is using a 
good many thousands of dollars 
in various publications who talk 
to the Advertiser in the Data Book. 

We’ll tell you who these people 
are if you will drop us a line. 

And we can give you a number 
of further instances if you would 
like to have them. 

For the Mahin Advertising Data 
Book is a real medium of Ex- 
pression between the Publisher and 
the Advertiser or the Advertising 
Agency. 

If you are interested—and you 
should be—in securingyour share 
of current advertising—write us 
for full information about the 
Mahin Advertising Data Book. 

We’re making up forms now 
and it will be necessary to hear 
from you promptly if you wish to 
getin. Write 

Mahin Advertising Company, 
125 Monroe Street, Chicago. 
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We want to drive this nail 
in to stay. The fact is that the 


New York 
Commercial 


is a general all-round newspaper. It is a newspaper 
for Business Men, the general news of the world 
being given in brief form, which is more convenient 
for the Business Man. Look it over occasionally 
and the fact will take root. 


NEW YORK COMMERCIAL 


8 Spruce Street, New York City 
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WHY? 


Why do the home merchants of Milwaukee pay THE JoURNAL a price 

for advertising space twice that paid to any other evening newspaper ? 

Why do those same nterchants pay THE JoURNAL 40% more than they 

do the leading morning newspaper and 100% more than they do the other? 
(Tue Journat carries more columns of advertising 


each month than does any other evening or morning 
newspaper, including those with Sunday issueS.) 


THE REASON PLAIN 


They know THE JouRNAL’s home earning circulation is just what 
it is represented to be, and that it is worth to them even more than is 
charged. 


The Milwaukee Journal 


has more city paid circulation than any other Milwaukee newspaper has 
total paid circulation. The circulation records of THE JOURNAL are 
hereby offered to the Association of American Advertisers to verify 
this statement if it is questioned by any Milwaukee publisher. 


THE JouRNAL’s circulation for July, 1907, was §2,O20O daily. 
THE JOURNAL CO., MILWAUKEE, Wis. 


J. F. ANTISDEL OSCAR DAVIES Cc. D. BERTOLET 
9 West 29th St. Gumbel Building 705 Boyce Building 
NEW YORK CITY KANSAS CITY, MO. CHICAGO, ILL. 
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COMMERCIAL ART CRITICISM 


41 UNION SQUARE, N.Y. 


PREL OF CHARGE: 
MATTER SENT TO MR ETHRIDGE, 


BY GEORGE ETHRIDGE, 
READERS OF FRINTERS® 
CAITICISM OF COMMERCIAL ART 


There have been patented egg 
beaters on the market almost 
since inventive genius first in- 
vaded the realm of commercial- 
ism, but despite this fact, house- 
wives are peculiar in one respect 
—they like to know what a new 
beater looks like and wuy it is 





This Label is on all Tapliu’s Pat. Improved 
Dever stands for 


Quality . 
The Taplin Mfg. Co., New Britain, Conn., U.S.A, 
155 Chambers Street, New York. 





better. It is very inconsiderate 
of them to make this demand, 
but they do nevertheless. ‘‘Tap- 
lin’s Perfection Egg Beater” may 
be a world beater—but the adver- 
tising design employed does not 














seem to adequately convey that 
impression. An illustration that 
is too small to properly show the 
beater in question is squeezed in 
between the curved lettering in 
design No. 1, and utterly fails of 
its purpose. The copy accom- 


INK WILL RECEIVE. 


panying this advertisement offer; 
no word of explanation as to tl 
efficacy of the article advertise 
or its use. If it possesses any 
exclusive features why not spec. 
fy them? 

The illustration marked No, ; 
has one striking virtue. The fig. 
ure is so enlarged and so placed 
that the beater is shown to the 
best possible’ advantage, and jf 
appropriate, convincing copy ar. 
companied it, the story should 
appeal to the great army of 
housewives whose first thought 
is the saving of time and labor. 

* * * 

A fable is told of a sordid old 
man with miserly _ proclivities 
who filled his traveling bag with 








all the treasure’ he could store in 
it and lift. When it was upon 
his back, he asked his neighbors 
to keep piling on. They did s0, 
until the weight was so great that 
the miser fell beneath it and 
could take no wealth at all. 
There is no attempt made to ac- 
cuse the Ashmore, Benson, Pease 
& Co., Ltd., of miserly intentions. 
In fact, they have been so liberal 
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n supplying ingredients for their 
pace that they have fallen under 
he load. The ad has more than 
ft can carry. It groans and sags 
hnd bulges and creaks with the 
superfluous. There are eighteen 
different contrivances — illustrated 
in this design, to say nothing of 
the many other accessories of 
type and border. The consequence 
is evident—oblivion. Hardly any 
of the type is readable and the 
yarious machines which have 
been introduced obscure the de- 
sign as a whole. To laboriously 
draw in the details of a piece of 
machinery and then with calm 
deliberation cover it nearly over 
again with lettering as has been 
done in this case is a piece of 
advertising nonsense, Fewer ma- 
chines disposed in a sensible ar- 
rangement and connected copy 
would have entitled the adver- 
tisement to more serious consid- 
eration. 
* * * 

The style of pen drawing and 
the general excellence of the 
Red Cross Mattress advertise- 
ment is refreshing and whole- 
some, and in it there is much to 
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commend. It is an injustice to 
reproduce a four column news- 
paper design in a space less than 
two inches wide, but even with 
this disadvantage it stands out 
boldly and effectively. The copy 
is strong and convincingly writ- 
ten, and sets forth the Red Cross 
Mattress argument in a manner 
which should bring gratifying re- 


x» 


turns to the Southern Spring Bed 
Company, Ifamattressis a good 
mattress, and possesses points of 
superiority over other mattresses 
in the market, it is only common 
sense to state them clearly and 
decisively in the text matter and 
that is precisely what the Red 
Cross copy does. 
* * * 


For a combination of unusual, 
if misdirected effects, the Anti- 
kamnis Chemical Company pre- 
sents an interesting aggregation 
of detail. The approach to the 
sylvan stipple panorama, with its 
medicinal sun and its gloomy 
foliage, is not exactly an inviting 
stroll for an afflicted one, even if 
he gets through the gate. Anad- 
vertisement of this character 
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should have some semblance of 
attractiveness and healthtone. It 
is a.conglomeration of broken 
captions, familiar ills, and bad 
copy. There are still sections of 
the country where wild-cat pat- 
ent’ medicines are advertised on 
every available fence rail, but 
that form of publicity should not 
be handed out as magazine copy 
in one of the foremost medical 
journals of the day. 
* * * 


The W. S. Tyler Co. adver- 
tisement, as shown, has many re- 
markable qualities. While it at- 
tracts the attention, it distracts 
the eye, and it will not prove al- 
luring to the possible purchaser 
of Tyler Wire Cloth. The muddy 
diagram in the half circle of the 
magnifying glass does not prove 
anything, the enlargement it 
shows is worthless. - To further 
complicate other mistakes, the 


. 
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lettering has been spread across 
the reproduction of the wire 
cloth, with a result that would 





Made in All Meshes and 
All Metals 
Send for Catalogue “‘L" 





cheer the hearts of our feminine 
ancestors whose specialties were 
weaving crazy-quilts. 
i: 
“PRINTERS’ INK” DID IT. 
Advertising Department 
INDEPENDENT BREWING Co. 
PITTSBURG, 
Lloyd Curtiss, Manager. 
PittsspurG, Pa. 
Editor of Printers’ INK: 
August ist is the anniversary (2d) 
of my assumption of the duties of my 
resent position. I have a good one. 
Two years ago I answered a want ad 
in Printers’ INK and secured the job. 
Permit this late recognition of your 
services, Very truly, 
Lioyp Curtiss, 


OF 


PRINTERS’ INK. 


TRUE, TOO, IN YOUR BUSINESS, 


Every time you are tempted to use 
a stale, pag phrase in writing 


your ad, choke it off before it gcts 3 
leep, 
back 
come up 


good hold on you, and bury it 
deep down somewhere in_ the 
yard where it can never 
again. Don’t fill valuable space wit 
statements that “a child can run it,” 
“the acme of excellence,” “can’t afford 
to do without it, » “a necessity in 
every household,” “the best made,” 
etc., etc., Can’t you think of a new 
way to convey the same idea without 
resorting to saws which are so old 
they had lost their teeth before we 
were born? Write as naturally as you 
would talk to a customer.—Hardware, 
A CHANCE FOR AMERICAN 
MANUFACTURES. 


Americans have a_ high _ reputation 
for making all machines of precision, 
American watches stand high in the 
estimation of the British public. In 
the face of this condition only $1, 
545,000 worth of American scientific 
instruments and $268,055 worth of 
clocks were imported to Britain in 
1905, out of a total importation of 
$10,558,969, including watches. Un- 
fortunately, statistics to hand do not 
show the value of American watch 
importations. 

Germany is the chief exporter of 
cheap goods of this class; but with the 
acknowledged superiority of American 
watches, etc., there is no reason why 
American trade along these lines can- 
not be immensely increased—Derrick's 
British Report. 








larger and better advertisers, 





YEARS FOR $5 


The subscription price of PrinTers’ Ink is $2 a year, 
but a four years’ paid-in-advance subscription can be had 
for $5, or four one-year subscriptions for four separate 
subscribers for the same sum, or twenty for $20. 
intelligent newspapers find it a good investment to sub- 
scribe for copies for their local advertisers. 


them how to make their advertising pay, and to become 


Some 


It teaches 











BUSINEsg 
pted to use 


in writing 
re it Rcts a 
iry it deep, 
the back 
come y 
space with 
an. run it,” 
cant afford 
ecessity in 
est made,” 
of a new 
lea without 
ire so old 
efore we 
ally as you 
-Hardware, 
ERICAN 
le 
reputation 
Precision, 
zh in the 
ublic. In 
only $1,. 
scientific 
worth of 
Britain in 


‘tation 
es. 


porter of 
with the 
American 
ason. why 
ines can- 
-Derrick’s 





PRINTERS’ INK. 4! 


Advertisements. 


Advertisements in * Printers’ Ink” cost twenty 
cents a line or forty dollars a page (292 lines) 
for each insertion, $10.40 a line per year. Five 
‘per cent discount may be deducted if payment 
accompunies copy and order for insertion 
and ten per cent on yearly contract paid 
wholly inudvance. If a specified position is 
demanded for an advertisement, and granted, 
double price will be charged. 


WANTS, 


DVERTISERS’ TALK about my good adver- 
A tising work, Free. SETH BROWN, Chicago, 


LLUSTRATED FARM SERVICE for dailies, 
Page mats or any way to suit. ASSOCIATED 
FARM PRESs, 112 Dearborn St., Chicago. 


TS circulation of the New York World, 

morning edition, exceeds that of any other 
morning newspaper in America by more than 
100,000 copies per day. 


DVERTISING MAN seeks new position. 
A Practical printer. Can figure on work. 
Ave 34; married. Address “ADVERTISING 
MAN,” Printers’ Ink. 
4 Ne offices and over 350 people engaged 
in placing high any 9 men in positions 
paying $1000-$5000; write for booklet. HAP- 
GOODS, 305 Broadway, N. Y. 


\ ]) ANTED—First-class, experienced circulation 

Logg for literary monthly established 
ten years. Must beable to get results. Address 
“©, B. 8.,” care Printers’ Ink. 


DVERTISER desires position where faithful 
services wil] be appreciated; year’s experi- 
ence; produces snappy, eri tty ee 4 
Powell graduate. JOSEPH BENRIMO, th 
St., Brooklyn, N. Y. 


RACTICAL NEWSPAPER MEN WANTED to 
fill desirable pee now open. We can 
give every capuble man the opportunity for 
advancement. Send for free oklet No. 7. 
FERNALD’S NEWSPAPER MEN’S EXCHANGE, 
Springfield, Mass. 
66 A DVERTISERS? MAGAZINE”—THE WEsT- 
ERN MONTHLY should be read py every 
advertiser and mail-order dealer. Best “School 
of Advertising” in existence. Trial subscription 
ten cents. Sample copy free. THE WESTERN 
MONTHLY, 815 Grand Ave., Kansas City, Mo. 


WANTED 


Advertising writer—good on mail 
order and follow up copy—wanted by 
Western Agency at once. State salary 
and experience in confidence. 


“A.W.B.,” care of Printers’ Ink. 








6*)AKING A NEWSPAPER.” by John L. 

Given, recently of the New York Evenin 
Sun, tells how a city daily is made and how muc 
money the men who do the making make. Chap- 
terson * Preparing for Journalism” and “ Get- 
ting a Situation.” 72 leading newspapers com- 
mend it, $25 pages. At booksellers, $1.50; b; 
mau, $1.62. HENRY HOLT & CO., 29 West 23d 
Sureet, New York. 


Y YOUNG MEN AND. WOMEN 

of ability who seek positions as adwriters 
aud ad managers should use the ciassified col- 
umns of PRINTERS’ INK, the business journal for 
advertisers, published weekly at 10 Spruce S8:., 
New York. Such advertisements will be inserted 
at 20 cents per line, six wordsto the line. PRINT- 
eRe’ INK is the best school for advertisers, and it 
reaches every week more employing advertisers 
shan any other publication in the United States, 


ANTED—Clerks and others with common 
school educations only, who wish to qual- 
ity for ready positions at a week and over, to 
write for free copy of my new prospectus and 
endorsements from leading concerns every- 
where, One graduate fills $8,000 place, another 
$5,000, and any number earn $1,500, The best 
clothing adwriter in New York owes bis suc- 
cess within a few months to my teachings. De- 
mand exceeds sopoly 
GEORGE H. POWELL Advertising and Ruat- 
ness Expert, 471 Metropolitan Annex, New York. 


GENCY SOLICITOR WANTED. We require 

a first-class advertising agency solicitor able 

to get and handle accounts (preferably one now 

controlling a reasonable amount of business). 

To such a man we offer the facilities of an saute 

ment adequate to back up and ably assist hin in 

the preparation of copy, designs, pe nd and 

estimate work,and'add weight to his efforts on 
behalf of either his old or new customers. 

We repeat that this man must be “first-class” — 
big and broad enough to mentally surround an 
advertising problem and produce along original 
and practical lines. 

For that kind of aman the possibilities bere 
are worthy of his best effort, and his compensa- 
tion will be governed entirely by his capacity. 
KLLIS & DOWST, 10 High St., Boston, Mass. 

——>——" 


PAPER, 


B BASSETT & SUTPHIN, 
62 Lafayette st.. New York Cit 
Coated paversa specialty. Diamond 
Write for high-grade catalogues. 


—_ +r ——_. 
PRINTING. 


‘Perfect. 


je delivery of highest quality printed 
business forms and vertising matter, is 
our specialty. Let us estimate on your next 
order. If your job is & very technical one or re- 
qeiree exactness in all respects we can suit you. 
THE BOULTON PRESS, Drawer 9, Cuba, N. Y. 
—— ++ 


HALF-TONES. 


N EWSPAPER HALF-TONES. 

AN 2x3, 75c.; 3x4, $1 ; 4x5, $1.60. 

Delivered when cash accompanies the order. 
Send for samples. 

KNOXVILLE ENGRAVING CO., Knoxville, Tenn. 


Ds gp te PER Publishers. coming into city at 
_ Grand_ Central Station, will find us con- 
venient to leave orders with, for either jcb or 
newspaper half-tone. STANDAKD ENGRAV- 
ING CO., 40th St., cor. 7th Ave. 


Sg ee or line productions. 10 square 
inches or smaller, delivered prepaid, 7ic.; 
6 or more, 50c. each, Casn with order. All 
newspaper screens. Service day and nigbt. 
Write for circulars. References furnisbea. 
onsnepes process-engraver. PF, O. Box 815, 
Philadelphia, Ia, 





SUPPLIES. 


D. WILSON PRINTING INK CO., Limited, 

e of 17Spruce St., New York, sell more mag- 
azine cut inks than any other ink house in the 

rade. 
Special prices to cash buyers. 

R.PUBLISHER: You ought to have Bernard’s 

1 Cold Water Paste in your circulation dep’t 
for pasting mailing wrappers. No other paste 


so clean, convenient and cheap. San.ple Free. 
BERNARD, 609 Rector Building, Chicago, Ill. 
——_—__ +> 


BOOKS. 


1 1 BEST BOOKS on pavetiane, $18 worth 
for $1 se 


$13. Dis.on 2or more. nd for list. 
PRUFITABLE ADVERTISING, Boston. 


Forty Years an Advertising Agent 


BY GEORGE P. ROWELL. 

The first authentic history and exhaustive nar- 
rative of the development and evolution of 
American advertising as a real business force. 
The remainder of the edition (published tast 
year) is now offered forsale. About 600 es, 
5x8, set in jong primer, with many half-tone 

ortraits Cloth and gola. Price $2, prepaid. 

HE PRINTERS’ INK PUBLISHING CO., 10 
Spruce St., New York. 

oe 
COIN MAILER, 


$2 60 PER 1,000. For 6 coins $3. joe printing. 
e ACMECOIN CARRIER CO., Burlington,la. 
———-- +o 
AD WRITING. 
PEActicar ad _ writing; correspondence in- 
vited. GRIFFITH KE. DICK, Evansville, Ina. 
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ADVERTISEMENT CONSTRUCTORS. 
PRB IE TR REI RESEND 


Folders, Cards 
and Letters in a 
Series 





For securing direct mail orders; 
doing educational work for the 
benefit of the salesman; establish- 
ing agencies; ete., etc. 


OT the conventional stock cut 
and “‘ boiler plate’ stuff you 
so often see, but real sales 


material, created with an ex- 
act knowledge of your selling conditions, 


We send this matter out at stated in- 
tervals, in accordance with a carefully 
thought out plan. 

We often achieve truly astonishing 
results in this systematic mail work. 


We furnish lists and mail the mat- 
ter complete—we also do effective fol- 
low-up work. 


Edmund Barllet- 
Phu: in Ty Grads Litsratares 


395 ee erie 








PRINTERS’ INK. 


ADVERTISING MEDIA 
THE THEATRE MAGaAzIxe 


always was a high-class monthly, om 4 tay 
its appearance, — ty pogray its 
whole atmosphere, is more elegant t - er. 
A guaranteed circulation of 62,000 copies should 
appealtoyou. Write for sample copy, rates and 
information. 
THE THEATRE MAGAZINE, 
26 West_Thirty-third Street, NEw York. 


fPHE 1905 issue of the American Newspaper 

Directory shows that the average issue 
of the Troy (O.) RECORD in 1904 was 1,150. Aver. 
age in 1903, 1,138 


COIN CARDS, 


PER Less for more; any printing, 


g: 


1,000. 
THE Gorn WRAPPER CO,, Detroit, Mich. 
——— 


ADVERTISING AGENCIES. 
A. O°GORMAN AGENCY, 1 Madison Ave., 
e N.Y. Medical Journal advg. exclusively, 
GKICULTURAL and Newspaper Advertising 
A.C.THEGEN AGENCY, 422 Drexel Bdg.,Phila. 
[HE IRELAND ADVERTISING AGENCY, 

es Tribune Pivomang New York, 

St 





,A— FRANK & CU., 25 Broad Street, N.Y. 
General Advertising Agents. Hstabiisivad 
1872. Chicago. Boston. Philadelphia. Advertis- 
ingof ail kinds placed in every part of the world, 
———_+or—_—_—__ 
MISCELLANEOUS. 
| eh td JOB we print goes out with the posi- 
tive guarantee to satisfy the customer. We 
aig how to print catalogs and bookletsin the 





—_+o>—__—_——_ 
STEREOTYPE OUTFITS. 


Cine simplex stereotyping outfits. No heat- 
/ ing of type in the Cold oan © Ster cotyping 
Process. Superior plates. ooklet for two 
aa. HENRY KAHRS, 20 East 35d Street, 
New York. 


—<+-o>—____—_—- 
POSTAGE STAMPS, 


US U. 8. or Foreign; ship c. 0. d. ORSER, 
Buyer, 2404 Milwaukee Ave., Chicago, Ill. 
— +o, 
CURRENT TOPICS REFERENCE 
LIBRARY, 
SOA ROYAL ROAD TO KNOWLEDGE”-Mil- 
lions of up-to-date pictures and clippings 
on_ every topic, from all Fo nye ly —" for 
quick reference. Call, one wri THE 
SEARCH-LIGHT INFORMATION. LIBRARY. S41 
Fifth Ave. (opposite Waldorf). Tel. 1544 Mad. 


> 


SPECIALTIES, 


yout Preparations, Medicines, Sachets, Per- 
fumes and Specialties put up for the trade, 
complying with the Federal Food Law. Stard- 
ard Goods at low prices. Trust Schemers’ Sup- 

plies. 8. M. HOPKINS & CO., 

Station B, Detroit, Mich. 
——__+ o> -—__— 
ENGRAVING. 

OVER DESIGNS, color work and retouched 
half-tones our specialties. Send for sam- 
ples. We guarantee prom) Roseviee and high- 
grade workmansbip. PRALTI MORE (MD.) EN- 
GRAVING CU., 2% 8. Charles St.. Baltimore, Md. 
—— — +>. 


PUBLISHING ge OPPORTUNI- 


ONTELY TRADE PAPER. 
Good paid circulation. 
Gross business about $25, 
Profit, above owner’s salary. "$5, 000. 
Owner will sell account of cther 
Interests which p somaire = his time. 
Hustler should net $10,000 
EMERSON P. HARRIS, 
er in Publishing Businesses, 
253 Broadway, New York. 


style, and at a minimum of cost. 
Send the copy for your next job. REVEILLE 
PRESS. Vevay, Ind. 


——_+>+—_———_ 
PRINTERS. 
FE print catalogues, booklets. circulars, acv. 
matter—all kinds. Write for prices. THE 
BLAIR PTG. Cv,, 514 Main St.. Cincinnati, O. 
—— +o 


PATENTS, 
. PATENTS that PROTE 
Our 8 books for Inventors mailed on <phne : 
of 6 cts. stamps. R. 8. & A. B. LACE 
Washington, D.C. Estab. 1869. 
+o) 
PUBLICATIONS. 


ROFITABLE ADVERTISING, Boston, Mass. 
The leading advertising journal; $2a year. 
Sample copy 20c. Vol.17 began with June. 
nal 


ADVERTISING NOVELTIES. 


Us ea r novelties. Buy direct; 2 sam- 
les, 10c. >. KENYON, Mfr., Owego, N.Y. 








MAILING MACHINES, 


HE rH was aye Manan : htest ont 
quickest. Price $14.50. F. J. VALENTINE 
Mfr., 178 Vermont St., suiftal lo, N. y* 


teh 
CARD INDEX SUPPLIES. 


Er? prices on Stock Cards anid Special Forms 
from manufacturers. Cards furnished for 
all makes of cabinets. Special discounts 10 
Printing Trade. 
NDAKD INDRX CARD COMPANY, 
707-709 Arch St.. Philadelphia, Pa. 
—_+o+—__——- 


PREMIUMS. 


TT” HOUSANDS of suggestive premiums suitable 

for publishers and others from the foremost 
makers and wholesale dealers in jewelry an¢ 
kindred lines. yo list —, illustrated 
catalogue. (@@) test book of its — 
Published annually, 35th issue now ‘Teady; ; free. 
8. F. MYERS CO.ck 47w. and 49 Maiden Lane, N. Y 
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The Firm 


=“ 1 |Foundation|| You can- 





NE, 
¢ on A CHRISTIAN WEEKLY, || 
spaper | 
Li, Aver has gained in ot Cove r 
2,000 NEW 
ENE SUBSCRIBERS ||(Gjreater 
ES, within the last 
se sea || Cleveland 
\dvertising Its last issue was 13,400. 
‘Bag.,Phila, It will ring the bell at the 15,000 || 
p amet, mark by January Ist, 1908. - 
phia, How is this? Why, it is pub- t h t 
street. N.Y, lished in W 1 Oo u 
wn 
the world, TEX AS | 
the State on which the eagle-eyed, | the NEWS. 
omer” We long-headed advertiser has a focus. | 
cletsin the 
HEVEILLE AUSTIN, TEXAS 























ulars, acy. 


stor MY INK BOOK. 








C T ammen 
ACEY, The job printers of the country who are 
ee paying from Two to Five Dollars a pound for 


their colored inks should send for a copy of 
my specimen book, and compare it with those 


Bra year, issued by my competitors. My fine job inks 

(any shade) are sold at One Dollar a pound, 
a and the only higher priced inks are Carmine, 
go,NY. | Bronze Red, and Royal Purple or Violet, 


which cost Two Dollars. I don’t ask list 
eee cna prices from one man and allow the next fellow 
— twenty or thirty per cent discount. My figures 
are strictly net, and you have to pay in ad- 
vance before I ship the goods. Credit rating 


I $ . J 
ted or makes no impression on me, as my terms are 
} lo . . . . 
~~ ’ alike to all. When the purchaser is dissatisfied 
By with his bargain, the money is refunded, also 


the transportation charges. Address 


ereme PRINTERS INK JONSON 
a Eth 17 Spruce Street, New York 
na Y 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas for window 
cards orcirculars, and any other suggestions for bettering this department. 











DEPARTMENT STORE, 
GaRDEN City, Mo. 
Editor Ready Made Department: 

Dear Str—We are enclosing you one 
of our Bargain Sheets which we have 
printed every month and we ask you 
to please look this little sheet over 
and give us your very best criticism 
on this and this manner of advertis- 
ing. 

We are very anxious to improve 
this advertising in every way possible 
and assure you your criticisms will 
7 reciated. 

hanking you 
favor we are, 
Yours very truly, 
WILuHITE Bros. Dept. STorRE, 
T. G. Wilhite. 


“The Bargain Sheet” well de- 
scribes your circular, or—shall I 
say—store paper, but somehow it 
has an unnecessarily cheap sound, 
even for a bargain list, and, in 
my opinion, “The Bargain Bul- 
letin,” “The Bargain’ Monthly,” 
or some similar name would give 
the circular more tone. ‘I say 
“circular” again because it isn’t 
easy to classify a piece of print- 
ed matter that is neither circular 
nor house paper. There are four 
844x114 pages, and the first has 
the style of a small newspaper 
page, so far as title and date line 
are concerned, but the two inside 
pages read as one long page, 
making it necessary to change the 
position. of the sheet in order to 
read it. It seems to me _ that, 
starting with something like a 
newspaper style of make-up, the 
same effect should be continued 
throughout, perhaps setting aside 
one column for brief editorials 
on the policy of the business and 
its strong features. The needless 
use of six different styles of type 
on the front page also detracts 
from the general appearance of 
the job. If I were to issue a little 
paper along these lines, under 
similar conditions, I think I 
should use a wholly different title 
—one that would permit the men- 
tion of regular goods at regular 
prices, as well as bargains, with- 


WILHITE Bros.’ 


in advance for the 


out inconsistency. It often hap- 
pens that people are quite as 
anxious to purchase, at the regu- 
lar price, some article that does 
not readily lend itself to bargain 
quotations, as to buy something 
of the bargain variety, and the 
store paper should be so framed 
as to allow liberal advertising of 
regular goods at usual prices and 
profits. I don’t like the use of 
the same cut to illustrate $1.95 
“pants” and 99 cent “pants,” par- 
ticularly when the two appear 
side by side; and though nobody 
will be deceived, or think a de- 
ception was intended, by “The 
best straw hat you ever saw, 
price 25c.,” it can hardly be true 
unless the reader’s acquaintance 
with straw hats is almost im. 
possibly limited, 








How to Make a Bargain Offer With- 
out the “Cheap” Sound. From the 
Des Moines (Ja.) Register and 
Leader. 





’ 

Don't | 

come here ex ppering spring 
suits at half the regular 
price. Utica clothes are too 
good to sell that way. The 
fabrics were chosen with 
the greatest care, and the 
tailoring is—Friedlich Hand. 
made. The reduced prices 
we ask make them tter 
values than you’ll find in 
any old “half-price” junk 
store. 

Mind you, all the spring 
suits for men and youths in 
our great store, excepting 
staple blacks and blues, are 
included—and all have been 
cut in price. 

For Tiseo~tee cream of 
our famous $15.00 line with 
— that were $18 and 
20. 

For $17.50—the choicest 
numbers from our great $20 
line with a host of good 
ones that were $22.50 and 


"Bee $21.50—a few select 
numbers that were $25 and 
many of those superb ones 
that were $30. 
THE UTICA, 
I. & A. Friedlich, 
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Tuomas MEEHAN & Sons, INc., 
Growers of Highest Grade Hardy 
Trees and Plants, 

GERMANTOWN, Phila., Pa. 

Editor Ready Made Department: 

Dear Sir—A criticism of the en- 
closed circulars would be appreciated. 
They have been used during the past 
few months. ours, 

(Signed) WARREN J. CHANDLER, 

dv. Mgr. 

Mr. Chandler’s work shows his 
appreciation of the importance of 
putting attractive offers in an at- 
tractive dress, both as to words 
and type. His circulars are writ- 
ten just as you would expect a 
man in his business to talk to a 
possible customer who knows 
less about it, and is willing or 
anxious to know more. They 
are interesting because they give 
information in the conversational 
style that makes it easy of as- 
similation. ‘“Meehan’s May and 
June Bulletin,’ for instance, 
starts off like this: 


The old time idea, that to trans- 
plant after the sap begins to run will 
result in failure, has been overcome, 

May and June find us as busy as 
we can be, shipping our well matured, 
vigorous, potted plants all over the 
country. 

Look carefully through this bulletin. 
It will save you a season’s wait. 


Followed by such well-worded 
and informative descriptions as 
those reprinted below, many of 
them being illustrated by means 
of handsome halftones: 


PRETTY DOROTHY PERKINS. 

This pretty shell-pink rose is already 
a favorite and will be even more so 
when better. known. 

In the first place the flowers are 
a double and quite fragrant—sim- 
ilar to the Sweet Briar. 

The bright, glossy green foliage is a 
beautiful sight at all times, persisting 
until winter. 

An especially fine rose for arbor, 
wall, terrace or the pergola. 

5 inch potted plants, ready to flower, 
‘0 cents each. $3.50 per 10. 25 
or $6.25. 


STOCKY EVERGREEN. AZALEAS. 

It takes a dainty, dwarf plant to 
make a_ suitable edging plant for 
Shrubbery and Rhododendron beds, 

The Azalea Amoena is just such a 
plant and cannot be too hignly recom- 
mended. Just now it is busting into 
flower and the bright, cla.et-colored 
blossoms are dazzling. A_ bed, in a 
partly shaded spot, will give a great 
amount of satisfaction. 

You can use dozens of them here 
and there. 

10 to 12 inches in 5 inch pots, 50 
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HAVE YOU A BABY RAMBLER? 
If among your roses this one is lack- 
ing, you should fill the gap at once. 
No rose has become popular so 
quickly. 

The bright, red flowers, similar to 
those of the well known Crimson 
Rambler, are’ to be found on this 
pretty dwarf rose at almost any period. 
Its neat habit makes it admirable for 
bedding purposes or for edging rose 
eds. 

These plants we offer are quite stocky 
and being pot-grown, will move easily. 
5 inch pots, 50 cents each. $4.50 pci 
10. 25 for $10. 





UNUSUAL BAY TREES. 
It is a satisfaction to offer these 
pretty Bay Trees in such distinct 
forms. They are pleasing our cus- 
tomers everywhere. Just the right size 
for use indoors in the winter, and on 
the porch or in the formal garden in 
the summer. All in neat, green, in- 
expensive tubs. Easy to handle—not 
too large—and so inexpensive. 

war Standard Forms.—Effective 
to a degree. Sturdy stems, and round 
heads which grow prettier and more 
compact each season. ' They stand over 
2Y%teet in the tub. Selected plants to 
match at $7 a pair. 

Pyramidal lorm.—Not large, un- 
gainly plants, but standing 3 feet in 
the tub, and just suited for indoor 
decoration, They take up little room. 
A selected pair at $7. 

THOMAS MEEHAN & SONS, INC., 
Growers of Thrifty Plants. 
Germantown, Philadelphia, Pa. 





UNUSUAL TREE ROSES. 

A Tree Rose in bloom is a sight that 
will make you long for the same on 
your own grounds. The blooms clus- 
tered together form a huge bouquet. 
In the semi-formal tree shape the pos- 
sibilities tor decorative use are many. 
In the past experiments in this coun- 
try, the results have been miserably 
poor, due to the kind of stock used 
in the budding. At last we have suc- 
ceeded in securing good, sturdy plants 
by using the hardy Rosa Rugosa as the 
stock plant. You will get bloom from 
them this season, with abundant evi- 
dence that we have used the very 
finest varieties obtainable. 7 and 8 
inch pots, stocky heads, 3 to 3% feet 
stems. $1.50 each; 5 in any assort- 
ment $6.25. 





There is this to be said abou: 
the form of the “bulletin”’—It is 
most awkward, in that when it 
is opened, some of the pages are 
presented upside down and the 
circular must -be_ reversed in 
order to read it all. The print- 
ing, however, is most pleasing, 
in all the specimens submitted, 
being in keeping with the char- 





cents each. 10 for $4.50. 25 for $10, 





acter of. the “goods” advertised. 
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RocHEsTteR Rattway AnD Licut Co., 
Rocuester, N. Y. 
Editor Ready Made Department: 
Dear Sir—I enclose you several 
advertisements, which I would thank 
you to criticise as to their merits. The 
work is strictly that of an amateur of 
about one month’s experience. You 
will note a number of the ads are 
signed “Get a Gas Range,” this being 
our slogan. We have it painted on 
the company’s wagons, electric signs in 
the down town section of the city, at 
the summer resorts, and along the 
suburban railroads. It has become as 
well known as Sapolio and similar ad- 
vertisements. 
Thanking you 
favor, am, 
Yours very truly, 
(Signed) W. F, 


in advance for the 


Ret. 





For the work of an amateur of 
but one month’s experience, they 
measure up pretty well. The 
idea of using the catch phrase 
“Get a Gas Range” in the ads, on 
the wagons and in electric signs 
is a very good one. The ad here 
reprinted contained a cut of a 
business man at his desk enjoying 
a cooling breeze from an electric 
fan: 





GET WIND OF THE FACT 
that an electric fan provides the most 
effective way of keeping cool during the 
hot summer months. Provides com- 
fort for the business man in the office, 
and the entire family in the home. A 
cooling breeze when desired, little ex- 
pense and no trouble. Direct or alter- 
nating current. 

Prices $11.50 and up. 

ROCHESTER RAILWAY AND 

LIGHT COMPANY, 


34-40 Clinton Ave., North, 





The principal strength of these 
ads lies in their brief presenta- 
tion of the advantages of the gas 
range, which, however well 
known, requires constant reitera- 
tion. 





A FEW REASONS WHY 
should cook with gas. No ashes 
to carry out. No long delays for hot 
fire. It’s simple and safe. It’s clean 
and convenient. It’s economical. 


GET A GAS RANGE, 


vou 
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“The New Is Off’ Sounds a 
Better Than ie nll 
Pittsburg (Pa.) Dispatch. 

r aoe 
Book bargains this week 

—sort of general cleaning 

up of the shelves— 

Lots of books get a bit 
shelf-worn— 

Not seriously damaged— 
but the new is off them— 

They go to the s50-cent 
counter—and here they are 
this week— 

Several hundred of them— 

Books of fiction,  bio- 
graphy, history— 

est authors— 

Come in and look them 
over, 


J. R. WELDIN & CO., 
429-431 Wood St., 
Pittsburg, Pa. 


Lot 
From ihe 








4 
a Photographer. From the Omaha 
Neb.) Morning World-Herald, 





Your Descendants 
are likely to think of you 
oftener, to remember you 
better and to know more 


about you if they have a 
picture ot your family. 


V 
the 


Ne can make one that 
will be proud of. 

his is worth thinking 
about. Let us make it next 
Sunday. 


HEYN, 

313-317 So. 15th St., Gran- 
ite Block, 

Omaha, Neb. 








An Excellent Point Well Taken. From 
the Houston (Tex.) Post. 





Six Reasons for Saving 
I'wo Saving Leads to 
Careful Spending. 

A nickel in a street car 

goes further than a dollar 
in a. cab. 
_ The man who fails to save 
is ever a careless -spender. 
Those wno plan to save a 
fixed sum ecome expert 
buyers. The natural ambi- 
tion to increase one’s sav- 
ings causes a careful -con- 
sideration of every con- 
templated expenditure, and 
many things one has looked 
upon as necessities go into 
the luxury columns. 

Luxuries are worth 60c. 
on the dollar. 

Save the whole 
deposit in our savings de- 
partment—and interest will 
accumulate 4 per™ cent. 


THE HOUSTON NA- 
TIONAL BANK, 
Corner: Main and Congress, 
Houston, Tex. 


dollar— 
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From 


———$_. 
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LoutsvittE, Ky. 
Editor Ready Made Department: 

Dear Sir—This real estate ad ap- 
peared in to-day’s kvening Post. It 
js my first attempt in this field, and 
naturally I am anxious to hear your 
opinion, have confidence in the 
Little Schoolmaster’s criticisms, and 
fnd that I gain more common sense 
from PRINTERS’ INK than any other 
publicity journal—and I think I have 
seen them all. Yours truly, 

L. A. SHAFER. 

To the best of my knowledge 
the renting proposition contained 
in this ad is absolutely unique. 
It would be interesting to know 
just how the thing is done and 
with what results. Certainly this 
is getting the renting proposition 
down to an exact basis and one 
which should be very attractive 
to the owner of property to rent: 





ARE INTERESTED 
ESTATE HERE 

PERTS AT YOUR SERVICE. 

List your property with us. We 
particularly desire dwellings of $5,000 
to $8,000 and cottages single or in 
blocks of ten, and lots or vacant prop- 
erties with a future. Mr. James H. 
Button gives his especial attention to 
all real estate coming under the head 
of “Country Property” and_ business 
opportunities. Mr. Pink Varble di- 
rects his attention to city sales and 
rentals. Highland and _ south-central 
properties are our specialty. : 

We Advance Money on Rents. 

Have a very unique scheme for ac- 
commodating customers who rent prop- 
erty through us. If you need money, 
see us and you'll be accommodated. 

We Guarantee Rents. 

It will pay you to see us. On the 
above plan we will look at your prop- 
erty and tell you what you should an 
can get for it, and guarantee you 
against any loss below our estimation. 
We also rent property and guarantee 
payment of rent where we accept ten- 
ant, Will even take your property and 
guarantee you an agreed net per cent 
by the year. These are innovations in 
the real estate business as a_ step 
further forward than any one else 
ever made. This company is_thor- 
oughly equipped to handle any proper- 
tv, large or small, with promptness 
and dispatch, 
_ (Properties 
tion, with 
prices.) 

See other papers 
Property. 

JARBLE & BUTTON CO., Inc., 

“Promoter of Big Deals.” 
427 W. Jefferson., Ground Floor. 


Both Phones 1008. 


IF YOU 


IN 
REAL E 


ARE EX. 


listed under _ classifica- 
brief descriptions and 


for other listed 


—_—— 





“Profit-Paying Seattle Real 
Estate” is the title of a two- 
color illustrated booklet issued by 
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Calhoun, Denny & Ewing of that 
city. It is filled with brief de- 
scriptions of various properties, 
each item containing a price, and 
many of them stating the terms 
of sale. Stock cuts have been 
used to advantage, and _ the 
whole: job is typed in excellent 
taste. 





Sounds’ ‘Comfy.’ From the Birming- 
ham (Ala,) Ledger. 





An Electric Fan And 
Good Clear Lights 


are ) the chief factors on 
summer time enjoyment of 
home. 

If your home is not _al- 
ready cquipped with wires 
for fan and pipes for gas 
lighting we want you to get 
in touch with us and let us 
fix things for you. 

We will install gas piping 
and fixtures at actual cost 
and let you pay for it in 
—~ payments, 

here is no light so easy 
and comforting to the eyes 
in reading as the gas light 
used rightly. 

A Welsbach mantel 
holophane shade. 

A Fan can be attached to 
any ordinary electric sock- 
et 


and 


‘Sales department. 


BIRMINGHAM RAIL- 
WAY, L. & P. CO; 











A Carriage Dealer Who Isn’t Afraid 
to Quote Prices. From the Hous- 
ton (Tex.) Post. 


We Will Take 
Your Old Buggy 


as part pay on a new one | 
and you won’t pay more for 
the new one. either. Every | 
article in our great stock is 
marked in plain figures. 

At $85.00 we have a nice 
Runabout with first class 
rubber tires and modern 
improvements throughout. 

At $100 a nice  wocd- 
wheel Bike Wagon with 
solid cushion rubber tires 
and modern improvements. 

Trade in your old_har- 
ness, too, and get fitted out 
complete. 


MOSEHART ‘, KELLER 
U NY, 





OMPANY 
Franklin and -Caroline, 
Houston, Tex, 

They Fix 

Buggy. 


Cor. 


Where Your 
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What Does Top Place 


In “Printers’ Ink” Mean? 


Country Lire 1n America leads all the August 
magazines in volume of business (see page 29), as it 
leads them most of the months of the year. Doesn't 
this fact point straight to large advertising value—be- 
cause surely American advertisers can be counted on 
to place the greatest amount of business where it 
brings the best results. We are glad to tell any ad- 
vertiser frankly what we believe Country LiFe IN 
America would be likely to do for him; and this ap- 
plies, of course, to our other magazines, THe Wor .p’s 
Work and THE GARDEN MaGaAZINE AND Farminc._ Cor- 
respondence is cordially invited. 

October is the Housebuilding Annual of “Country 
Life in America ”’ (a double number). 

October is the Fall Planting Number of “The 


Garden Magazine and Farming” (a double number). 


IS YOUR NAME ON THE LIST 
for our little Advertisers’ Almanack? Over 
8,000 copies were sent out of the September 
issue. October will soon be ready. A re- 
quest from any advertiser gets it, with our 
compliments; it might interest you. 


COUNTRY LIFE THE WoRiD's WoRK THe GARDEN 
IN AMERICA MAGAZINE 


DOUBLEDAY, PAGE & Co. NEW YORK. 


133-137 East 16th St., New York. 1511 Heyworth Bldg., Chicago. 

















